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“The Hardware Dealers’ Magazine” 
PUBLISHED EVERY THURSDAY 





These Men Do Not Guess/ 











“DEALER 





For half a century’ mechanics 
have known these blades and have 
demanded them .. . . shop fore- 
men know they reduce cutting 
costs and order them ... . dealers 
know that STAR BLADES give 
them double turn-over and _ they 
sell them. . . . You can increase 
your business by handling them. . . 


Ask your jobber, he has them 


om, % : q 00. 
en! "E CLEMSON BROS., 
. ° i ‘ Ine. 
Middletown, N. Y. 
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Into Griswold’s thick, strong, silvery, cast 
aluminum utensils have gone more quality and 
painstaking effort than aluminum utensils have 
known before. . .. And into Griswold’s thick, 
dependable, cast iron utensils has gone such 
perfection, since 1865, that improving them has 
been impossible. Customers buy for a lifetime 
of satisfaction; and your store can have no 
better reputation than that of satisfying com- 
pletely. Customers come back only to get other 


utensils of the same make. 


Most Griswold products are now packed in 
sturdy cartons. This assures you a clean stock— 





convenient to handle —convenient to inventory 
—easy to sell—no extra cost. 

Obtain standard-packed Griswold utensils 
from your jobber or us. The Griswold Mfg. 


GRISWOLD 


Reg. U. 8. Pat. Off. 





pers aan. published every week by the [RON AGE PUBLISHING CO., Division of United Business l’ublishers, Inc., 239 West 39th Street, New 
York, N. Y., U. A. Established 1855. Entered as second class matter May 22, 1913, at the Post Office at New York, under the Act of March 3, 1879. 


(Printed in U. S. A.) $3.00 per year. Single copies 25c. each. Vol. 125, No. 26. 
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It Takes More Than 
One NugSet to Make ¥ 
a Goldmine of a Claim\ 
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Many hammers today are called vanadium be- 
cause there is some vanadium in them—but it 


takes more than a nugget of gold to make “pay- 
dirt.” 


Vaughan Vanadium Hammers are made of gen- 
uine Vanadium Steel. There is enough vanadium 
in them—and MORE THAN ENOUGH—to give 


them real toughness, real strength. 
They give your cusiomers lasting satisfaction. 


They do justice to your business and your good 
name. 


They keep and build up trade. 
They bring both jobber and dealer MORE profit. 


VAI JIGHAWN & BUSHNELL 
MANUFACTURING COMPANY 
M“aakers or Fine Toots 
2114 Carroll Ave.~ ~ Chicago, li. U.S.A. 
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Mr. Punch says, ‘Here is a new fast selling, attractively 


finished line of CHISELS and PUNCHES.” 

























Yes, new in 


every particular. 


New octagon alloy steel, 
selected for its extreme 
toughness. 


New sizes to make it a most com- 
plete line. New lengths for the same 
reason. New finish to give it the dis- 
tinction it deserves. New prices to assure 

you profit. New possibilities to’ greatly in- 
crease your sale of Chisels and Punches. 


Here they are: 


Cold Chisels Drift Punches 

_ Long Cold Chisels Taper Pin Punches 
Cape Chisels Solid Punches 
Square Chisels Center Punches 
Diamond Point Chisels Prick Punches 
Half Round Cape Chisels Cup Punches 


All built for outstanding performance on the gruelling work 
for which they are made. All with finely ground and polished 
points and heads. All with the distinctive vermillion head with 


GO ODELL a neat scalloped edge. 
33 ATT Use this fine new line for more customers, more sales, more 
tag 


Write for full particulars now. 





GOODELL-PRATT COMPANY 


NEW YORK GREENFIELD,Miases. cHicaco 


AFAYVYETTE ST 














= ean buy 


a suit for *122° 


But...who wants 
to wear it? 





Sell the customer satisfaction. 


—Every time you sell an in- 
ferior item on a price basis you 
gamble with your reputation. 
For, after all, the profits on 
poor merchandise are specula- 
tive and not worth a dissatisfied 





customer. 


i the customer or the dealer 
thinking price? 
Standard Quality Comes FIRST 


THE D. W. BOSLEY CO. 
Chicago, Ill. 





All Steel Reel—with Tacks 


ROSLEY’ 


Bob Bosley We ather Stri ip 


says: TRADE MARK!) REGISTERED 
ALL PACKAGED ° ALL STYLES 
**You never get hen 
any more than The Standard Weather Strip 
you pay for.” for over 60 years 
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No. 803 Garage Door Set 

















No. 800 Garage Door Set 





No. 801 Garage Door Set 





No. 852 Swivel Hanger 


Sales are quickly made 
with hardware of 
recognized quality 


Years of successful designing and manufacturing 
of Garage Door Hardware have established such an 
enviable prestige for 


Natienal 


that selling effort is reduced to a minimum. Your 
trade has become apprised of its merits through use 
or through the endorsement of enthusiastic friends. 


The No. 803 Set, illustrated, is designed to carry doors 
around the corner—allowing full use of the garage 
door opening. All hardware is installed on the inside 
where it is protected from the weather. The No. 852 
Hanger is included in this set. 


The No. 852% Single-wheel Swivel Hanger is used 
with the No. 803 set when two sets jare used in an 
opening without center posts. 


Many other styles such as the Nos. 800 and 801 
sets are of the same dependable quality. 


Your trade is calling for this hardware 
by name—NATIONAL, why substitute? 


NATIONAL MANUFACTURING CO. 

















National 
makes hardware to serve every building purpose—a 
complete line. The items below are all big sellers: 
SLIDING DOOR HANGERS HALF SURFACE BUTTS 
SLIDING DOOR RAIL MORTISE BUTTS 
GARAGE HARDWARE ORNAMENTAL HINGES 
DOOR LATCHES CUPBOARD TURNS 
SCREEN HARDWARE SASH LOCKS 
STRAP AND TEE HINGES SASH LIFTS No. 852%; 
Swivel 
Hanger 
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(yclone*: 


REG. U. 8S. PAT. OFF. 


WIRE SCREEN CLOTH 









They look for 
the “Red Tag,” 
the mark of 
quality 





AND PRODUCTS 


eA 


Only 


FIRST QUALITY 


IS PRODUCED BY CYCLONE 


—a concern long famous for quality leadership. 
.—equipped with most modern facilities for producing the very finest wire 
screen cloth. 
—backed by the immense resources of the United States Steel Corporation. 
You have heard that the average man cannot tell guarantee of outstanding quality in every ship- 


the difference between various brands of wire ment. Your customers have found Cyclone 
screen cloth. But ANYONE will recognize the Fence and Wire products to be the finest they 










superior quality of Cyclone “Red Tag” Wire 
Screen Cloth. 


Look at the unvarying, perfectly uniform weave 
—the work of the most modern type of ma- 
chinery. Notice the galvanizing—your eye can 
see the difference That’s because Cyclone uses 
a galvanizing process far superior to any other 
in existence today. Every process, every ma- 
chine used in making Cyclone Wire Screen Cloth 
is the most efficient and modern type known. 


Cyclone’s long-established reputation is your 


CYCLONE FENCE COMPANY 


General Offices: Waukegan, Ill. 
Branch Offices in All Principal Cities 
Pacific Coast Division: STANDARD FENCE COMPANY, Oakland, Calif. 


SUBSIDIARY OF 
> UNITED STATES STEEL CORPORATION 


can buy. This prestige will help you sell more 
Cyclone “Red Tag” Wire Screen Cloth. 


Cyclone “Red Tag” Wire Screen Cloth is made 
in but one grade—the highest. It is sold under 
the Cyclone name and distributed only through 
Cyclone jobbers. This fair and square policy is 
your protection. Local stocks in Cyclone ware- 
houses throughout the United States insure 
prompt service. If your jobber cannot supply 
you, write for the name of the nearest jobber 
who can. 



















PRINCIPAL SUBSIDIARY MANUFACTURING COMPANIES: 

American Baripce Company Carnecie Steet Company Ittinois Steet Company Tue Lorain Steet Company 

American Sueet anv Tin Pirate Company Cyctone Fence Company Minnesota Steet Company Tennessee Coat, Iron & R. R. Compan 
American Steer anp Wire Company Feperat Suipsuitpinc anp Dry Docx Company Nationa Tuse Company Universat Atitas Cement Company 

Pacific Coast Distributors: United States Steel Products Co., Columbia Dept., San Francisco, Los Angeles, Portland Seattle, Honolulu. Export Distributors: United States Steel Products Co., New York City 


©C. F. Co. 1930 
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© The curtain is up! The show is on! 


e After several years of investigation and two 
years of experimental work ... the NEW 
COLEMAN ELECTRIC APPLIANCES now 
“take the spotlight” for their first appearance on 
the merchandise stage. 





@ And what a line it is for you! What a splendid op- 
portunity for profitable sales effort! Never has a line 
of electrical appliances offered such a startling array 
of selling advantages. 


@ New, strikingly beautiful designs. Greater conven- 
ience. Longer life. New improvements in construction 
which give the user better coffee, better toast, better 
waffles, easier ironing, easier cooking. 


@ A popular-priced line that is easy to sell. Because 
Coleman Electric Appliances offer more “‘class’’, more 
quality, more appealing features! 


@ A strong line for gift trade because so novel, so 
handsome. And such good values at the prices quoted. 


@ A fully guaranteed line. Backed by the long stand- 
ing Coleman reputation for quality merchandise and 
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the New 


ELECTRICAL 
APPLIANCES 


fair dealing. Service-tested and time-tested equal to 
years of daily use. Manufactured with the same skill 
and care that have made millions of users of Coleman 
Products during a period of more than 30 years. ed , 


e Any way you look at it... appearance, price, quality, ste ‘Model No. 37, 
features or service... Coleman Electric Appliances are NA fe ing Element with 
sure to be big sellers because they are priced right, ae iia acl 
made right... and because they offer Real Quality at 


a Reasonable Cost! You can sell a lot of them. 





SS 


























Coleman Electric Appliances are now in produc- 
tion. Deliveries will start soon. Now is the time to 
order to make sure of having full stocks. If your 
Jobber cannot supply you, write or wire direct to the 
nearest Coleman office. 


THE COLEMAN LAMP & STOVE COMPANY 
General Offices: WICHITA, KANSAS, U.S. A. 
Factories: Wichita + Chicago + Toronto 
Branches: Philadelphia - Chicago - Los Angeles 


@Coleman Electric Appliance Catalog No. | is 
just off the press. One of the handsomest Cat- 
alogs ever offered to the trade. Profusely illus- 
trated with large plates. Contains complete 
descriptions of all models. Full of “talking points” 
that will make sales for you. Write to the Coleman 
office nearest you for your copy. 
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More National Advertising to 
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<*>, Help You Sell These Products 
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HIS merchandise is being featured in a strong and force- 

ful advertising campaign that will help you to make more 
sales to both new and old customers. Publications carrying 
the advertising include national media, national and state 
farm magazines, boys’ and scientific publications. 


Supplementing the national advertising is a complete 
assortment of counter and window displays and consumer 
folders. Proper use of this material will help you to realize 
the full sales-creating benefit of the national advertising. 





Write us direct for your Burgess display material—get : 
it up and get it working for you. 





BURGESS BATTERY COMPANY 
General Sales Office: CHICAGO 
NEW YORK CHICAGO SAN FRANCISCO 


IN CANADA: 
NIAGARA FALLS AND WINNIPEG 
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MEADOWS 


sell 


washing 
machines 


your attention off luxury 

goods and put your 
effort where it has a chance 
for reward. 


I’ times like these, take 


It means something now to 

sell a device that saves money for the family 
budget every week! And the home laundry is 
getting more appreciation today than it has 


for years.. 


The Meadows Company offers a splendid set- 
up to capitalize the wave of economy that is 


sweeping America. 

Meadows has a washing machine for every 
type of buyer in both rural and urban 
markets. 

The Meadows Model V Select-A-Speed is the 
finest quality washer made. The electric model 
retails for $165. 


To reach the low price buyer, there is the 
Model Y, with a round porcelain enamel tub, 





large, soft, black, wringer 
rolls, altogether an un- 
usually sturdy washer re- 
tailing with electric motor 


for $99.50. 


And for the medium priced 
field, a great, great bargain in the Model X. A 
standard, oversized, square-tub, aluminum agi- 
tator machine for $135 electrically equipped. 


All Meadows products can be equipped with 
the new style Model L1 Briggs Stratton four- 
cycle gasoline engine, built to supply the de- 
mand in homes without electricity. 


Each model in the line is a well-made, splen- 
did creation, specifically built to fit a certain 
level of buying power. 


Get the details of this great new merchandis- 
ing plan. Tuned to the tempo of 1930. A 
specialty selling proposition for a specialty 
that will sell right now. Write or wire the 
factory for details. 


THE MEADOWS MANUFACTURING CO., BLOOMINGTON, ILLINOIS 


when people want to save money 


THE LINE THAT ALWAYS WINS 
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Nine facitainenth ita Rbow 


DISTRIBUTORS, which nowatimes appears on many a shipping carton, 


has made many friends. Growing numbers of its champions appear among 


the dealers and jobbers of this industry—earnest men who have been 


fighting a war of independence for a long time, and are grateful for such 


strong reinforcements. 


But because there is occasional confusion in the land—because the eager 


tongue of the small mind is too ready with misinformation, we here set 


down the essential facts. 


Briefly, ASSOCIATED FACTORY DISTRIBUTORS are combined: 


1 To provide, at twelve important points 

of the business compass, local repre- 
sentation for a limited number of manu- 
facturers. 


To locally insure to jobbers and to 
dealers immediate and plentiful 
stocks of significant merchandise. 


To locally and liberally interpret the 
policies and guarantees of repre- 
sented manufacturers. 


To further the business development 

and profit of the legitimate dealer 
against his “gyp” or dishonest com- 
petitor. 


5 To personally assist jobbers and 
dealers in their merchandising and 
general business promotional problems. 


6 To protect wholesaler and retailer 
from the hazards of price fluctuations. 


To bring about “on-the-ground” ad- 
justments in matters of merchandise 
replacements. 


To support the just claims of 
dealers and jobbers in manufacturer 
controversy. 


9 To have at all times ample financial 
and physical resources to insure all 
of the foregoing. 


On the nine points of this credo, ASSOCIATED FACTORY DISTRI- 
BUTORS have laid the steady progress of their purpose — to increase 
the scope of manufacturer helpfulness that good retailers and wholesalers 


so long have been justified in expecting. 








ASSOCIATED FACTORY DISTRIBUTORS 


HE Wedge-shaped business mark of ASSOCIATED FACTORY 





ASSOCIATED FACTORY DISTRIBUTORS 











At Albany At Boston 
WM. J. KATTREIN TUNG-SOL SALES 
1031 Broadway co., INC. 
221 Columbus Avenue 
At Baltimore At Charlotte 
W.B.MASLAND CO. S. L. BAGBY 


Nou ne) a4 
DISTRIBUTORS| 








At Chicago 
THE EKKO CO. TUNG-SOL SALES CO. 
400 W. Madison St. 


At Dallas 
THE FOLSOM CO. H.J. ARENS CO., INC. 
105 East Franklin St, 219 W. First Street 212 North Austin St. 209-4 S. Pennsylvania St. 





At Detroit At Minneapolis 


A. A. HUME CO. 
104 N. Third Street 


At New York 
WIEDENBACH-BROWN 


CO., INC. 
118 E. 25th Street 


OF MICHIGAN 
4612 Woodward Avenue 


At Indianapolis 





At Philadelphia 


A. HOPKIN, JR. CO. 


235 S. 8th Street 


At Rochester 


ERSKINE-HEALY, INC. 


420 St. Paul Street 
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No. 2115 
Adjustable 8 to 12 inches 


No. 2175 
Adjustable 8 to 12 inches 





Hack Saw 
FRAMES 





They Help Blades 





Do a Good Job 
4 Depth of 
4 Many a hack saw blade has been ruined or Frame 
broken because the frame used did not keep No. 2150 212" 
7 - Steel 
the blade properly tensioned. Adjustable 8 to 12 = 
inches, Adjustable Wide 


UNION Hack Saw Frames are made to afford Frame, Nickel 
perfect adjustment for tightening the blade. Plated, Black En- 
The adjustment is simple and secure and the ameled handle with 
f pee ae es 5 eeseiaas. Screw Adjustment 
rame strong and rigid. sure, yet comfort line. Chadiewadinn 
able grip is assured because the handle is Blade 


made just right. 





Six popular patterns, adjustable and non- 
adjustable, to accommodate blades from 8 
a to 12 inches. Each frame packed one in a 


cardboard box. 
All dependable. All popular sellers. 


If your Jobber doesn’t handle UNION Hard- 
ware Hack Saw Frames, write to us and we 
will refer you to the nearest Jobber who does. 


3 Send for Catalog. 


CAROWARE ory ) 


Reg. U. S. Pat. Off. 
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TORRINGTON, CONN. 
New York Office 151 Chambers Street 
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Established 1854 Incorporated 1864 
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Delta Buddy, a new idea in portable lights that is 
selling. An instantaneous hit! Small, compact, 
convenient, cute. Red enameled. Throws a bril- 
liant beam of light 600 feet, yet takes its power 
from two ordinary flashlight batteries. 





‘HELLO 
BUDDY,” 


ENAMELED 
RED 
STANDS 


3%" 
HIGH 
List Price $15° complete 
LessBatteries 
in Canada § 220 





Not an experiment. More than a quarter of a mil- 
lion in use. A quality product built by the origi- 
nators, and for 16 years the largest producers of 
portable electric lanterns. Ask your jobber about 
this sensational little profit-maker or write us 
today! 


DELTA ELECTRIC CO. 
Dept. 611 Marion, Indiana 


99 
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Tue Bram ER WasHer 








= ag iy 


Easily Because 


It washes perfectly — 
¥ 


Its handsome vitreous enamel tub is kept 


clean easily — 


A 4000 hour working test shows its 
mechanism good for 20 years of 


ordinary family use — 
¥ 


It has a price that closes the sale. 
s 


Brammer Washing Machines have been build- 
ing a reputation for themselves among dealers 
and consumers since 1876. Here and there, 
territory is still open. What about your com- 
munity? Write for details, prices, sales plan. 
BRAMMER WASHING MACHINE CO. 


Davenport, lowa 








BRAMMER G gs G-67 


Powered by a Briggs & Stratton, single cylinder, 
% H. P. air cooled gasoline engine, with step self- 
starter. Unrivalled where electric power is not 
available. 


BRAMMER Electric 617 


Powered by underslung, apron protected motor 
of % H. P. 110 volt, 60 cycle A. C. type. Positive 
drive by V-shaped belt. Famous Brammer agitator 
of aluminum. 


BRAMMER 


WASHERS 














C oO U P .°) N 


BRAMMER WASHING MACHINE CO, 
1446 Rockingham Road, Davenport, lowa 


Please send me complete information on your 





D Electric 0 Gas Washers 
Name : ear acehccicaaiaeasin eee 
I hccensccaoe tate > 
aes.. DR aocnricstsictiiinals 
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O ONE ever questions the speed supremacy 

of Dexter Fastwin, with its two fast single tubs 
operating as a unit. Competition is rarely willing 
to risk home demonstrations when Fastwin is ‘‘in 
the picture.” 


No one who has used a Dexter Fastwin ever ques- 
tions its washing supremacy—the only washer with 
which it is convenient to use the ““two-successive- 
suds’ method recommended by Good House- 
keeping Institute and other authorities. There again 
the Fastwin wins in competitive demonstration. 


F ALL FINE WASHERS— 





Model 86-E, snime"tcts 
Model 80-E, cope ists" 





ND now, with the added beauty and greater 

“eye-appeal” of vitreous enamel tubs — 

heavily rubber - cushioned—Dexter Fastwin has a 
third appeal of exceptional sales value. 


All of these—plus ample margin for home demon- 
stration. And in home demonstration, Fastwin 
rarely loses a sale! 


The Dexter Franchise, which includes the double-tub 
FASTWIN, the single tub SPEEDEX and the DEXTER 
RAINBOW IRONER, is the most valuable in the home 
laundry equipment field today. It will be worth your 
while to get complete information concerning it. 


There is an ample warehouse stock of Dexter Washers near you. 











Fairfield. 


lowa. 








FOR THE SPEEDIEST 
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Dial Heat 


Regulator > Oo 
‘ = BECAUSE & 


am & 


Automatic 


Safety Switch 


The New 
UNIVERSAL 


Round Heel Adjustable 


Cannot Automatic 


Wrinkle 






















ADJUSTABLE 


lroning Temperature easily 
regulated by tip of finger. 


AUTOMATIC 


A simple, trouble-free device 
prevents heat of Iron from 
rising above that indicated 
on dial. 





List Price, $795 


Full Chromium, Blue Diamond Finish, provides 
an easier gliding ironing surface which will not 
tarnish. Requires no polishing. 


Satisfies every consumer demand for an Auto- 
matic Iron. Priced right to the consumer and 
pays a real profit to dealer. 


LIBERAL TRADE DISCOUNTS 
BUY FROM YOUR JOBBER 


LANDERS, FRARY & 


CLARK, New Britein, Come. U SA) 
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INTERMEDIATE BRACKET Ome 








MYERS 
TUBULAR GIRDER TRACK 










OOR hangers—door track—think of the difference 
between those of a few years ago and the Myers 
New-Way Giant of today. Here is a revelation in modern 
THE DOOR equipment for light or heavy sliding doors on any building. 
TOOR FROM S : 
BUILDING torm, dirt and weatherproof —tandem turned steel 
trolleys, steel roller bearings, flexible engine trucks, 
patented adjustable features and other late improvements 
leaving nothing to be desired in the way of year through 
sliding door service—the service that your customers are 
entitled to and will appreciate—the service that will help 
TO RAISE 
OR LOWER you sell more door hangers through all seasons than ever 


THE DOOR | before. 
ok Write or wire. 






y ADJUSTABLE 
h, TOMOVE 












ADJUSTABLE 

























TheF.E.MYERS 2 BRO.G “*°5.5,3"° 


ASHLAND PUMP AND HAY TOOL WORKS 
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The “Usco” Cooker which cooks food with- 
out water is a good seller, and an excellent 
item to include with the roaster line. Made 
in two sizes. Equipped with Asbestos Pad, 
which absolutely prevents scorching. 











U. S. Enameled Roasters are 
finished in the following U. S. 
Colors: Green, Mottled Gray, 
Ivory with Green Trim, 
White, Blue Speckled and 
Royal Blue. 

In addition tostandard style 
oval roaster, there is also the 
New Combination Roaster 
and Premier Style Roasters 
with Double Walls. All U.S. 
Roasters made in two or 
more sizes. 


DIVERSITY OF STYLES AND SIZES TO MEET 






SEAMLESS 
ENAMELED 
NON-POROUS 


Consistent Sellers 


Any line can be stocked, but not 
every line can be sold. The constant 
consumer appeal of U. S. Oval 
Roasters assures you of steady 
sales. Here is a line that sells the 
year round. 

The ever increasing demand for 
this line stamps it as the greatest in 
its field. Why? ... because it repre- 
sents Value, and where there is 
Value, there is consumer satisfac- 
tion—the opensesame tomore sales. 

In appearance, serviceability, 
durability, and performance, this 
popular priced line of Enameled 
Roasters maintains a uniformly 
high standard of quality. It meets 
the requirements of by far the 
larger percentage of the actual as 
well as potential users. 

Every day more dealers are turn- 
ing to the U. S. Line with a feeling 
of greater security in future sales. 
Order your U. S. Oval Roasters 
now and be prepared for the de- 
mand. You will be delighted with 
this line, as well as the liberal mar- 
gin of profit it gives you. Write 
today for full information. 


UNITED STATES STAMPING COMPANY 
MOUNDSVILLE, W. VA. 





EVERY REQUIREMENT 








A complete line including not only house- 
hold cooking utensils, but items for hotels and 
restaurants, sick room and hospital needs. In 
addition to U. S. White Granite, our U. S. 
Standard White is an excellent quality of two 
coat ware. 








al + 
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GRANIT 


QUALITY ENAMELED WARE 


A Dependable Line 





U. S. Gray Enameled Ware 
made on the same heavy deep 
shapes as our regular line 
of White and Colored Ware. 


In this Age of Color it would seem that white 
enameled ware should be passé, but the fact is 
there are millions of women who prefer the 
gleaming U. S. White to colors. 

For building up sales here is a line that is 
hard to beat, dependable in every way. Always 


a good line to carry and easy to sell. 


U. S. White Granite Enameled Ware chal- 
lenges duplication of quality at a lower price. 
It is quality made to retail at a popular price, 
and as attractive in price as it is in appearance. 


This line embodies all the essential require- 
ments of quality enameled ware, and is one of 
the most complete lines ever offered the trade. 

Seamless and triple coated U. S. White Gran- 
ite Enameled Ware is made to last a lifetime. 
Each item is made in one or more sizes to meet 
the needs of your customers. 


Write for Catalog No. 8. 


UNITED STATES STAMPING COMPANY 
MounpDsvIL_e, W. Va. 


U. S. TRIPLE COATED QUALITY ENAMELED 
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eo Appliances gro 

Complete Gas Qooking. 

Heating Lighting Service 
for every Home 





_ 


It Lights—Instantly 
4 #4 and Sells—the Same Way 


And now Kampkook 
takes the final step. It 
has eliminated all 
“starters,” all generating. 
It lights instantly—just 
like a gas stove. 


Here it is—the camp stove everyone has been looking for—the new Instant Lighting 
American Kampkook. e 

Kampkook, the first gasoline camp stove ever built, has always been first with new features 
for the comfort and convenience of the motor camper; features which have made it 
America’s favorite camp stove. 

And now Kampkook takes the final step. It has eliminated all “starters,” all generating. 
It lights instantly—just like a gas stove. 

Think of the sales appeal of this new feature. Anyone who can light a ir stove can 
light the new Kampkook. Your demonstration is made and the sale closed in less time 
than it takes to prepare any other type of camp stove for lighting. 

We are going to advertise it to the millions. A big, dominant National advertising pro- 
gram will bring the story of this remarkable new Kampkook to motor campers everywhere. 
It will arouse new interest in motor camping; it will inject new life into your camp 
equipment department. You will want to be prepared. Write for detailed information 
and name of your nearest distributor. 


American Gas Machine Company, Inc. 


ALBERT LEA, MINN. 


78 Reape St., New York, N. Y. 4242 Ho tis St., OAKLAND, CaL. 








AMERICAN 


AMPKOO 





AMERICAS FAVORITE CAMP STOVE 
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RIGHT-NOW THE FAST-SELLER IS THE 
VOLLRATH VITALIZER 


And the other Vollrath 


refrigerator items are running close behind 


EVERY owner of a mechanical re- 
frigerator, electric or gas, now wants 
a properly ventilated, covered pan 
for keeping vegetables fresh and 
crisp. The demand for the Vollrath 
Vitalizer is giving every dealer 


who stocks it some mighty sweet 


— 


Sales of the Vollrath Vitalizer are 


business. 


breaking records in all parts of the 
country. During the last few weeks 
a large Chicago store has sold 
several thousand, using only three 
advertisements. A prominent New 
York store sold over a thousand 
in a few days without any advertis- 
ing. The story is the same in nearly 
every city, large and small. Dealers 


everywhere report wonderful sales. 








A new size (to retail at $2.75) has 
just been added to the line so that 


there are now five convenient sizes 


O 


making a full range that meets 
every requirement. Retail prices are 
$1.85, $2.60, $2.75, $2.75, $3.70. 
(Slightly higher in some states.) 


S 


Every time you make a sale of a 
Vitalizer, point out to the customer 
that complete refrigerator equip- 
ment should include Vollrath 
Refrigerator Dishes, Covered Jugs 
and Ring Molds. This simple sug- 
gestion will make you an aston- 


ishing number of profitable sales. op JUNEBRIDES...... 


VOLLRATH WARE IN COLOR 


Don’t forget that the wedding gift 
season is now with us. Vollrath Ware 
in Color is a great favorite with brides. 


Make the most of this great sales 
opportunity by giving your stock 
good display. To everyone puzzled 


THE VOLLRATH COMPAN Y tic wedding cit probiem sugaes 


Vollrath Ware in Color. You will 


ESTABLISHED 1874 - SHEBOYGAN, WISCONSIN. make many friends and good profits! 
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EK very merchant carries ’ 
two kinds of goods « 


OnE kind is standard brands on which 
a constant turnover is assured at a good 
profit. The other kind is ordinary mer- 
chandise which is always subject to price 
cutting and doubtful sale. 

q During the past year there has been a 
great deal of price cutting in fruit jar 
rubbers and some cutting of quality as 
well. This uncertain market has resulted 


for many jobbers in lower profits than 


8 ROMA, 





SRR 1 NER ERR IO NI ITN 2 ARES ALOE TONLE OT ORL OE Sa SRR BY SLE DEO it 


at RUBBERS 


they have realized on jar rubbers for 
several years. Some brands which have 
always been known as standard 10 cent 
retailers are now being sold for 5 cents 
a dozen. 

{Good Luck rubbers show both job- 
ber and dealer a splendid profit because 
they are standard merchandise sold at 
a standard price. 


q The turnover is constant and assured! 


aE a DS RA TE ah lea BS 








Se. stack, 


pe productof THE BOSTON ‘WOVEN HOSE AND RUBBER co. 





CAMBRIDGE, MASSACHUSETTS U.S.A. 


2 fe SORE a 
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Wat isa 


Customer Worth? 


[se are only two ways to increase your volume of 





business. The first is to develop the business of each 
customer so that he buys more goods from you. The 
second is to increase your number of customers. 


One way to do this is by offering them the opportunity 
to find out exactly what they weigh without the necessity 
of fumbling around for a penny or feeling that you ex- should stock 


pect a profit—no matter how small—whenever they do get 
weighed. Atlas Tacks 


On the front of the scale pictured is a 
neat transfer calling attention to the fact Every box of Atlas Tacks 
that free weight is given with the compli- il e 
ments of the store. With each scale is and Small Nails contains 
packed an attractive card for use in win- ° . . 
dow or on the counter. This card says, quality, quantity and brings 
“Free Wate With Our Compliments On quick sales. The boxes them- 


Our Hanson Automatic Scale. Just Step 3 
On It.” selves will be remembered by 


A hardware store which used this scale your customers. . . Ask your job- 
wrote us that it had developed several . 
dozen new customers from those who ber for the Atlas line... they 


came into the store to get weighed free . ° 
and developed the habit of coming in are always available in both qual- 


every few days for the same purpose. ity and price range. 
If you are interested in building cus- 


tomers for your store, please ask us to 
send you complete bulletin on this scale A t LAS E ACK 
and quote a PRICE that will open your 


o— CORPORATION 


Fairhaven, Mass. & St. Louis, Mo. 

















Hanson Scale Company 





525 N. Ada St., Chicago 
iy Ny Double Pointed Tacks and Staples, Rivets and Burrs 
Eschutcheon Pins, Furniture Nails, etc. 


a" 
Sell this a 


LIVELY-SEASONABLE Handiest Capper 








a You Ever Saw / 


For cold pack canning, 
several million house- 
wives can be sold Union 
Canning Racks, — now. 
This method is recom- 
mended by housekeeping 
institutes everywhere. ; 
The handy folding wire fi . 


| rack lowers eight jars ' 
Formed in one conveniently into a stand- F yn 
pros? Sn ard washboiler, without a ALL STEEL 


eavy retinned * . 
see, wae risk of scalding the 
for chipping hands. Equally easy to LE CAPPER 


and storing. lift out. Handles hook 
over edges leaving hands 


site loading and un- HERE at last, is the Bottle Capper you have been 

waiting for. Small, compact—simple in con- 

U N [ON Union Steel Products Co. struction—easy to operate. Such a handy tool, it 
ALBION, MICH. | just naturally sells itself. Nationally advertised 


° iia this season in Collier’s and Elks Magazine. Attrac- 
tive individual packages and counter display car- 
C a nN Nl l nN 4 tons help you make sales. Write for prices and our 
; special introductory offer. 
Rubbish Burners R k CROWN CORK & SEAL CO. - - Baltimore, Md. 
Cake Cooler ac Ss World’s Largest Makers of Bottle Caps 


> ae 
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UP 
YOUR 
PROFITS 







AcME Casters sell 
as easily as_ they 
roll. The ball-bear- 
ing feature makes it 
possible to move 
furniture easily and 
noiselessly with full 
protection for floor, 
or floor covering. 

















The demand for AcCMES in- 
creases year by year. Progres- 
sive dealers everywhere now vi 
sell these modern casters. You Ati 
can easily build up your caster a= 
business by handling AcMES. 
Generous profits. Quick turn- 
over. Ready sales. Write us 
for sample and complete de- 
tails. 


" 
a 














The Schatz Manufacturing Company 
Poughkeepsie, New York 





AGENTS: J. C. McCarty & Co., 258 Broadway, 
New York City 





Your 


uture 


IGHT NOW, while the chain stores are continuing 
their efforts with their limited lines of light weight 
aluminum cooking utensils, you can securely build up 
your sales and profits with a line of good dependable 
aluminum ware which retails at moderate prices. 





Today, more dealers are featuring Priscilla Ware than 
ever before— 


Because— 

the average woman wants and prefers 
merchandise that will give satisfactory 
service. 


Because— 

the average woman buys more readily from 
a stock which offers a selection from which 
she can make a choice. 


Because— 

the average woman has confidence in 
merchandise that is backed by an un- 
limited guarantee. 


Because— 


the average woman is interested in values 
—the most for her money. 


Your future depends on the women, because they 
do almost all the retail buying. Your best chance to 
bring them into your store is with merchandise which 
they themselves use." That’s why so many dealers fea- 
ture Priscilla Ware and are using our Merchandising 
Plan with such unusual success. 


cilla 


if P Ware 


Speaks for Itself 


TRADE MARK RE¢ 





Moderately Priced Aluminum Cooking Utensils 





Leyse Aluminum Company 
Established 1903 23 Kilbourn St., Kewaunee, Wis. 
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4 EDLUND 
~ EGGBEATER 4 


Made by the Manufacturers of 
EDLUND CAN OPENERS 


Easy to operate— 
smooth running—beats 
freely. Unusually 
strong—precision 
made —a guaranteed 
product. A quality item 
at a popular price. At- 
tractively made and 
packed for quick re- 
sale. 
Write for 


prices and samples 





Other lines include the famous 


EDLUND ‘88¢® CAN OPENERS 
EDLUND JUNIOR § “°useoto 


EDLUND COMPANY 


BURLINGTON, VERMONT 














Child Proves Simplicity of 
B-C JUNIOR CAN OPENER 





~ 














Leaves edge 
smooth and 
safe. 


Cuts top 
OUT 
not off. 
7 
No spilling 


~_ 


Retail 
Price 
25e 


Liberal 
Profits 





Bobby Frantz, 4 7 old, of Kansas City, found the 
B-C Junior Can Aa ae so simple and safe that he 
used it to play with, stealing it from the kitchen to 
cut bottoms out of mother’s discarded tin cans. 


Big Dealer Profits in 25c Item 


Stylish in design, the B-C Junior is just what the 
housewife wants. Its low price insures volume. The 
big margins assure you a big extra profit. 

Write Today for Details 
BUNKER-CLANCEY MFG. CO., Kansas City, Mo. 




















ordinary cans. Send for new catalog. 
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are better made of better materials for 
your better customers who buy quality 
and service. Guaranteed to outlast 3 to 5 " 

Ash Cans; Garbage Cans 
and Pails; Roller Cans; 
Hoisting Cans; Oily- 
Waste Cans; Underground 
Garbage Cans. 


THE WITT CORNICE CO. 
2114 Winchell Ave. Cin-innati,” O. 
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Quick. Quiet 
Door Closing 


slamming screen door. 
ers everywhere sold so many thou- 
sands of Rose Checks last year. 





POLLY PRIM DUST PAN 


The tempered steel edge hugs the floor 
and holds the dust. The long handle 
saves stooping. The hook at top is con- 
venient for hanging. Made of 26 gauge 
steel for endurance. Endorsed by Good 
Housekeeping Institute. Finished in many 
beautiful colors. Write for prices. 


1498 Merchandise Mart 


bebe tne bo tn hn nt eh he haha, 





Chicago Salesroom 











PATENT NOVELTY COMPANY 


Viton ILLinOtIs 






FULTON LINK 











Sell iin 





No one likes to hear a noisy, banging, 
That’s why deal- 





_ (Ee if) 


Women especially like the Rose 


because of its quick, silent, posi- 
tive action. 
doors without a sound, but also 
keeps them closed—tight ! 

Stock the Rose this vear. Ask 
your jobber salesman for details. 18 making quick, 


Hastings 


“77” Sells for $1.00 


Here is a small but efficient 
Rose Check. Provides silent clos- 
ing for all light doors. 


Demonstrator Free 


It not only closes 


This handy counter demonstrator 
easy sales for 


dealers everywhere. A _ simple, con- 
. vincing way to boost your sales. 
FRANK ROSE MFG. CO. Free to dealers with order for 1 
doz. $2 checks. 
Nebraska cartoned.) 


(1 mounted—11 





SCREEN 

















E 
; 




































Rb RAGS Bu 





x 


a 
] 


ee 


ay 


eR 


ao 


ee Pes, es ifs 





HARDWARE AGE for JUNE 26, 1930 











SALABILITY 





UNIVERSAL CIRCULATORS 
PRICED TO PRODUCE VOLUME 
- ~~ SALES AT A PROFIT - ~ - 


Beautiful two-tone grained walnut 
porcelain finished cabinets 


NIVERSAL Coal-Wood Circulators offer a com- 

plete line —ranging in size from a 14 inch toa 21 
inch fire pot —at prices that stamp Universal Circula- 
tors as the outstanding values on the American market. 
Price, however, is not the only element responsible 
for the ready salability of Universal Circulators. 
The distinctive beauty—remarkable efficiency—sturdy 
construction and outstanding quality of Universal 
Circulators, plus amazingly low prices, are the factors 
that make possible the unusually high volume of 
sales enjoyed by Universal dealers. 


Built for a lifetime of service, Universal Circulators are 










A complete range of sizes — 
14, 16, 18, 21 inch fire pots 


of exceptionally sturdy construction— the entire inner 
heating unit and front and.top sections of outside 
casing are of heavy cast iron—with cast double 
doors, machine faced and fitted paper tight. 
Embodying the many exclusive Universal features, 
Universal Circulators are famed for their remarkable 
heating efficiency and low fuel consumption as well 
as their ability to keep fire over a long period with- 
out attention or refueling. 

Fill in the coupon below and we will gladly furnish 
you with complete information as to Universal Circu- 
lators and the Universal agency for your community. 


CRIBBEN & SEXTON COMPANY [trtse.. cig. | 


Manufacturers of Heating Appliances for over half a century 


Chicago, Illinois | 


700 North Sacramento Boulevard » » » 


Send us complete information and prices on 
Universal Coal-Wood Circulators and Ranges. | 


BRANCHES: Denver » Portland » San Francisco | Name | 
DISTRIBUTORS RE ES ee a aetna S59 papa re | 
Bayonne, N. J. Buftalo, N. Y. Kansas City, Mo. Address 
Geo. E. Keenen Supply Co. Martin Fisher & Sons Stowe Hdw. & Supply Co, Be ee a ee ee ee ee | 
Boston, Mass. Dallas, Texas Pittsburgh, Penna. lc: 
Universal Appliance Co. Huey & Philp Hdw. Co. Adams Sales Corporation Ms Li RS os a PES RE | 





NATIONAL WAREHOUSING FACILITIES ASSURE PROMPT, EFFICIENT, ECONOMICAL SERVICE ANYWHERE IN THE U. S. 
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’ ee the ROTAX 
KNIGHT! 


HESE hot days offer 
hardware dealers no end 
of sales opportunities 
with the Rotax Knight. Every office and factory in 
your vicinity is a live prospect for this attractive, 
efficient cooler. Its handsome cabinet design . . . 
its sturdy construction . . . its famous, drip-proof 
Rotax faucet win admiration and SALES wher- 
ever it is displayed. Priced low enough to out- 
sell any cooler of similar design on the 
market. 


MMC@HCHH@€?_CMMM@€tell 























features 











a handy §attach- 
ment for dispen- 













sing the popular 
Vortex-Burt  sani- 
tary paper cup dis- 
penser to the 
KNIGHT Cooler. 
This Dispenser is 









Write to-day for full particulars. 


Vv Vv Vv 
lllecblT$O0-7%~W“- YUUU’A ROTAX COMPAN YZ 


«eneceorporate 
380-386 EAST 133ed ST. ++ NEW YORK N.Y 






lent to customers 
Free of Charge. 




























PELOUZE 
SAFETY A OLL New Household Scale 
DE LUXE 
=. Can Opener Capacity 24 pounds by 
ounces. Artistically de- 


signed. Sturdy, compact 


“SAFETY ROLL” is the new trade ' construction. Beautifully 
sen" ae rencies “Eien or De ey gyre un enameled in the choice of 
pener in January. y NT can opener 
the name is changed. Same Quality— that cuts the top out of all several colors. Double up- 
Same Price. sizes and shapes of cans with right supports. Invalu- 


ol ge gg ag oa able to every household. 


t a 
startling low price. Check this 
ge Fg ey Order early through your 
with any can opener on the mar- jobber. 


ompere. ft, on, fertares--ad PELOUZE MANUFACTURING CO. “*z:s0 with scoop 


—compare 
to this the Vaughan reputation 
for quality in kitchen tools and 282 East Ohio Street, Chicago Ne. G30—Glass Dial 
you'll 


say that here’s a can Manufacturers of reliable scales for 


one = = you to out- many purposes. Send for catalogues. 


10 Exelusive Features of Specify “PELOUZE” in ordering of your jobber 
“Safety Roll” 


1. As name indicates, cuts top out 
clean, leaving a safety curled 


edge. 

2 Operates with ease and smooth- ' V 

3. Opens all cans, large or small, CC. and Wiha 
round, square or oval. ‘ 

4. Will not shave or splinter 


dges of can. is G/ 

. Cuter “is “tide of high grade f | EC v 
tool steel. y 

. Excellently finished—all part: , p ° / , js 
polishes gad nickel plated f. You Need This Display of 


aa ~ House Numbers—RIGHT NOW! 


. Nationally advertised to create HEN houses are being washed a 

ed an 

W paintea: good house numbers are as 

— Fg screens and lawn seed, And 

: when comes to good numbers, there 

Embossed Alumi are none that attract the eye and open 

e pocketbook as quickly as Pr 

oom ‘ } aad sample and prices sent on request to rated Deluxe House Numbers. They should. es 

Genuine —~ aaaeie acumen ite’ —— Seki counter—right now! Ask your 
tempered i tries: U.8.4., Sweden, Italy, Canada, France, am. Write— obber, or write to us, tody. 


cutter. Great Britain, Germany, Belgium and Ozecho 
Special roller construction Slovakia. PREMAX PRODUCTS, INC. 


makes smooth and ety waUGHAN NOVELTY MFG. CO. 240 Tenth Street, Niagara Falls, New York. 


DELUXE HOUSE NUMBERS 











a demand. 
9. The smallest, simplest and most durable can This Is the 
opener on the market. Deluxe 
10. a low price—nothing like it to retail 
or 15c. 





A wonderful kitchen tool and sure-profitable-seller. 









saves Mfrs. of Quality Kitchen Tools 
4g 8211-3225 Carroll Ave. Chicago, U. 8S. A. 
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THIS SEAL 


Speaks Louder Than Price 


HOUSANDS of merchants have 

found that merchandise advertised 
in Good Housekeeping helps to over- 
come profitless price competition. This 
merchandise has an appeal that speaks 
louder than price—the appeal of tested 
quality and guaranteed satisfaction. 


Before any household appliance may 
be advertised in Good Housekeeping it 
must first undergo searching laboratory 
tests by Good Housekeeping Institute. 
It must prove its mechanical excellence. 
It must prove that it will do its work 
well and economically under practical 
household conditions. Then, as a further 
safeguard, its advertising is guaranteed 
by Good Housekeeping on a straight 
money-back basis. 


This is very definite pocketbook protec- 








quality is sold. Thou- 
sands of retailers are 
using it with success. 
It turns confidence 
into sales. 





‘ 
' 
‘ City & State... 
' 
' 
' 





i Street ............. 


tion. It is a selling argument that has 
closed many a doubtful sale. Substantial 
people—the kind who are your best 
customers—seldom hesitate when qual- 
ity and satisfaction are assured. 


Offer this pocketbook protection to 
your trade. See for yourself what it can 
do. Check your stock today. Learn what 
items are advertised in Good House- 
keeping. Then select a few that are 
timely and feature them in a special 
display for a week or so. When selling, 
remember to tell customers: “This is 
tested and approved by Good House- 
keeping Institute and guaranteed by 
Good Housekeeping magazine.” Watch 
results. To help. you, we will send free 
display posters (as illustrated) in hand- 
some colors. Order these by returning 
the coupon. 


GOOD HOUSEKEEPING 


‘ GOOD HOUSEKEEPING TRADE SERVICE 
FREE ' 57th Street at 8th Avenue, New York, N.Y. HA-6.80 
Send for this poster t Please send list of currently advertised guaranteed merchandise 
and advertise your t and free window cards. 
store as the place 7 
where guaranteed ee ol Ses ROMINTCINT CUI Son sd ccasadenratetadeareusd toate erase eg ee 
v 


Number of windows you will use 
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=| E. C. ATKINS & COMPANY 


& Established 1857 
fees Machine Knife Factory 


Tekebus LANCASTER, N.Y. HAMILTON, ONT. 

J BRANCHES 

st -reoecr pod ATLANTA MEMPHIS NEW YORK SAN FRANCISCO VANCOUVER, B. C. 
CHICAGO NEW ORLEANS PORTLAND SEATTLE PARIS, FRANCE 


Something New 
SELL MORE 


ATKINS CIRCULAR SAWS 


CIRCULAR 
SAWS 


Atkins 
SILVER STEEL 
Circular Saws 
are in demand by 
users of power saws 
in your territory. 


Atkins New Circular 

Saw Display Cabinet 

will increase your 
. sales. 





Why Your Store Needs 
This Silent Salesman 


Progressive Dealers Will Use 
This New Atkins Selling Help 


At great expense Atkins have had experts 
design this new Circular Saw Display cabinet 
of double value. It attracts attention to your 
stock of Atkins SILVER STEEL Circular 
Saws, and provides adequate space for stock- 
ing various sizes of small Circular Saws. 


It compels home workshop owners and 
other users of saws to stop—look—and 
hear your sales story. It is the contact 
at point of sale and will reduce sales 
resistance. 


r Write today for details that will 
bring one of these aids to your store 


to sell saws for small electrically 











q driven and portable bench saws. 


The Silver Steel Saw People 


Canadian Factory 


Home Office and Factory, 402 So. Illinois St. 
INDIANAPOLIS, INDIANA 
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Manufacturers who sponsor ra- 
dio programs have their problems, 
particularly when such programs 
are at farm trade. The 
farmer hasn’t much time to “listen in” during spring, 
The program 


The Change 
in Farmers 


and Business 
aimed 


summer or fall, except in the evenings. 
sponsors are therefore making investigations to find out 
what time he quits work in the field; what time he has 
supper; how much time afterward is consumed in do- 
ing the chores. They are also concerned in knowing 
what time he goes to bed, and what nights each week 
he drives to town to see the picture shows. 

The investigations already show that the farmer reads 
less than formerly and listens more. The mail order 
houses found that out some time ago, hence their retail 
stores. 

We wonder how much the average hardware mer- 
chant knows about changes in farm habits that affect 
business. Does he know the best time to broadcast his 
wares to the farm trade; what kind of wares to broad- 
cast, and the type of program to use? If not, he may 
waken up some morning to find that his farm trade is 
only a memory. 


According to newspaper reports, 
a retail jewelers’ association recently 
passed a resolution not to buy shirts 
with buttons attached at the neck and 
cuffs. The argument advanced in favor of the resolu- 
tion was that shirts with holes for cufflinks and collar 
buttons help promote the jewelry business. 

Evidently the sponsors overlooked the following basic 
facts: That the public is primarily interested in its own 
comfort and convenience; that it doesn’t care a Tink- 
ers Darn” about what promotes the business of any 
special interest; that people will continue to wear the 
kind of clothing which satisfies them regardless of 
resolutions. 


Bucking 
the Tide 


31 


Wouldn’t it be far wiser to find new uses for jewelry 
already made, and new jewelry for new demands, than 
to vainly insist that the public change its habits ? 

Automobiles are not equipped to wear harness or 
horseshoes, but hardware men and the public generally 
still buy them. 


A seat in the New York Stock 
Exchange has just been sold for 
$468,000, a price increase of $13,- 
000 over that of the last previous 
IXvidently some one believes that’ the November 
A similar 


Stock Exchange 
Optimism 


sa'e, 
stock gambling lesson will soon be forgotten. 
type of optimism applied to business would, if general, 
soon have a decidedly favorable effect upon prosperity. 


The Vanishing 300th ~Tarkington, famous au- 
Halo thor, has just regained his eyesight 
after three years of blindness. 
When interviewed by newspaper 


reporters, he expressed amazement that the world was 
not as beautiful as he remembered it prior to his loss 
of sight. He said that his blindness has caused him 
to unconsciously exaggerate in his mind the beauty of 
things he remembered; that it had cast a halo over 
things he had formerly seen and that the return of 
vision had dissipated the halo. 

We wonder if some business men, blind to the march 
of progress, are not destined to face a similar experi- 
ence. Perhaps their blindness has cast a halo over 
methods and policies which brought profits in other days: - 
a halo which will likewise be dissipated when lack of 
profits jars them into seeing things as they are and not 
as exaggerated memories. 

Nothing looks more real than a mirage, yet it is only 
a reflection of something miles away. 
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Another Hibbard Special 


The New glistening Porcelain Tub is the feature 
of the New Hibbard 





To Retail 


at $79.50 


if you like 


You may offer this Guar- 
anteed Washer at a Price 
that defies all competition 


The New Hibbard 
Electric Washer 


Here, at last, is the washer which meets Your 
every requirement and every requirement of your 
Customer. You may offer it with absolute assur- 
ance that it will give complete satisfaction. It is 
speedy . . . it is thorough . . . it is fool proof. 
Truly a Lifetime Washer at a Popular Price. 


Thermo Tub 
The Porcelain Tub is 
armoured by an outer 
shell of annealed steel. 
The space between the 
inner tub and the 
outer steel shell pro- 
vides an air insulation 
whi¢h creates a ther- 
mos effect, keeping 
the water hot 40% 
longer by actual test 
than the ordinary 
single tub construction. 


Single Unit Gear 
Case 
The complete worm 
gear mechanism op- 
erates in a bath of 
heavy oil and is in- 
closed in a cast iron 
sealed leak proof 
housing. All work- 
ing parts are most 


accurately machined, 


assuring absolute si- 
lent operation and 
long life. 


The Hibbard 
Aluminum Agitator 
Hot soapy water is 
gently forced through 
the fabrics, loosen- 
ing the dirt. Harm- 
less to fine fabrics 
and yet absolutely 
thorough. 

Wringer 
Full automatic wringer 
with balloon rolls. Ad- 
justable to six posi- 
tions. 


Price Atmosphere 


You may offer the New Hibbard with the assurance that 
you are supplying a Quality Washer at a Price that will 
impress ALL your customers that YOURS is the BEST 
PLACE to buy REAL VALUES in hardware. 


Put the New Hibbard in your customer’s home and it will 
sell itself. We guarantee it and so can you. 


Co-operate with the Wholesaler Who Co-operates with You 


HIBBARD, SPENCER. RARTLETT & (0. 


211 EAST 


WATER ST. 


SCHt CAS OC 
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Favorable Factors Predominate 


Early Revival in Business Is Indicated, Although Record 
of Last Three Months Does Not Encourage Optimism 





FAVORABLE FACTORS 


1. Building activity improving, es- 
pecially residential construction. 
2. Employment gaining slightly. 
3. The automobile industry has 
adjusted production closely to 
consumer demand, and _ has 
worked itself into a strong in- 
ventory position. 
Prices of basic raw materials 
are at a level encouraging their 
utilization. 
The bond market shows in- 
creased power of absorption. 
6. Retail trade is better than was 
generally anticipated. 
7. Political factors are favorable. 
8. Precedent favors early recovery 
after a mild recession. 


UNFAVORABLE FACTORS 


1. The foreign trade outlook is 
discouraging. 
2. The textile industry lags. 


3. Railroad freight traffic is ab- 
normally low. 


4 


5. 











HE record of the past month’s 

business activity makes dull 

reading. Like April, May 
showed no new weak spots and no in- 
disputable signs of real revival of 
business activity. The current depres- 
sion is not severe either by prewar or 
by postwar standards, but it is obsti- 
nate. Business is holding its own, but 
it is doing little better, and there is no 
new evidence to justify a confident 
forecast as to whether the real revival 
will come in July, in October or not 
until the end of the year. 

Production in most lines seems 
fairly well adjusted to consumption 
and consumption may continue on its 
present slightly reduced level a good 
while if nothing occurs to stimulate 
confidence and enlarge the volume of 
employment and income in lines of 
activity that look to the more dis- 
tant future. Stocks were not so small 
as was believed last fall, and there is 
no indication that they have been cut 
so low that a revival will be engen- 
dered in rebuilding them. Favorable 


BY DR. CHARLES O. HARDY 


and unfavorable factors are summed 
up in the box. 

Railroad Car Loadings Make Poor 

Showing 

ET us consider briefly the unfavor- 
able factors. The foreign trade 
situation has been discussed in pre- 
vious articles in this series; it has 
shown no signs of improvement, and 
need not be discussed further at this 
time. The textile situation has been 
bad for a number of years, and shows 

no signs of recovery. 

Railroad car loadings continue to 
make a very poor showing, not only 
by 1929 standards but in comparison 
with other recent years, and buying 
of railroad equipment has suffered 
an acute slump. This was to be 
anticipated, for railroad purchases 
during the winter and early spring 
were considerably greater than the 
state of railroad revenues seemed to 
forecast. No early recovery of this 
item is to be anticipated, even if the 
level of business rises quickly, for the 
roads have enough surplus capacity 
to take care of a sizable traffic recov- 
ery. 

Turning to the favorable factors, 
we find that residential building 
activity seems at last to show a defi- 
nite improvement, though the irreg- 
ular fluctuations of building contracts 
from month to month are so wide that 
it is risky to base conclusions on a 
short-period changed. Residential con- 
struction has been the conspicuously 
weak spot in the building situation. 
Public utility and public building have 
benefited by the public preference for 
the safest securities, and also by the 
planned prosperity movement. Fur- 
ther benefit is still to be anticipated 
from this movement, as many projects 
of a public character cannot be got 
under way quickly. 


Slight Improvement in Employment 


RELIMINARY _ unemployment 

reports of the American Federa- 
tion of Labor indicate a slight im- 
provement from April, unemployment 
in all trades decreasing from 21 to 20 
per cent. These figures compare with 
16 per cent in April, 1928, and 12 per 


cent in April, 1929, The improvement 
in May was due almost entirely to a 
drop from 40 to 36 in the percentage 
of unemployment in the building 
trades. Factory employment and pay- 
roll data collected by the Bureau of 
Labor Statistics are not yet available 
for May; for April they showed about 
1 per cent decline from March. How- 
ever, there was an improvement from 
March to April in the ratio of appli- 
cants to jobs at employment agencies. 

The production of automobiles con- 
tinues at about 30 per cent below the 
corresponding figure for 1929, while 
sales to consumers run only about 10 
per cent lower. This does not mean 
that stocks are now being depleted— 
they appear to be low for the season 
—but rather that last year’s produc- 
tion was too high for demand in any 
year. 

Price Deflation Is Salutary 


OME students of the business out- 
look may disagree with the inclu- 
sion of the price situation among the 
favorable factors. Admittedly the low 
prices of most basic materials are an 
unfavorable aspect of the situation 
frem the standpoint of the sellers. 
But it is clear that the present im- 
passe is in large part due to the world- 
wide popularity of schemes for hold- 
ing prices at an artificially high level, 
encouraging the expansion of produc- 
tive facilities farther and farther be- 
yond present or prospective demand. 
Regardless of the question whether 
such prices seriously affected con- 
sumption—on this point the answer 
would differ with different commodi- 
ties—the effect was over-investment 
and a piling up of unsold goods. The 
significance of these stocks was often 
overlooked in analyzing the American 
business outlook because they were 
not stored in the United States. When 
such a situation becomes apparent, 
buyers naturally wish to hold off; the 
slackening of demand in 1930 has 
made it possible for them to do so. 
The response of copper buyers in May 
to the reduction of copper prices to 
a level felt to be genuinely a bedrock 
level is an indication of the stimulat- 
(Continued on page 84) 
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Fort Worth, Texas, has 
joined the ever increasing 
number of towns that have 
‘found the white way the 
right way. Photo by court- 
esy of The Union Metal 

Mfg. Co., Canton, Ohio. 


ROADWAY in New York, Michigan 

Boulevard in Chicago, Main Street in 
Hometown draw trade in proportion to 
their expenditure of light. Every merchant 
can improve his own trade and that of his 
community by a larger use of electricity. 
The moth is not the only creature which 
delights to flutter around the bright lights. 


ORWARD-LOOKING merchants now realize 


that competition for trade has passed from the 
field of individual rivalry to that where the com- 
munity that is most attractive gets the major por- 
tion of the consumer’s dollar. 

It is not sufficient that your town has a good 
hardware store. You cannot build a good trading center 
single-handed. There must be good stores of all kinds; 
there should be a good motion-picture theater and other 
amusements that will attract people to town. But most 
of all, it needs LIGHT and lots of it. Many towns 
where the lighting is considered good when measured 
by the older standards could, by stepping up their street 
and store lighting, increase their business tremendously 
simply because of the power of attraction that lights 
have given. 

Every motorist has experienced the pleasure of com- 
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By J. A. WARREN 


ing upon a well-lighted small town. Consider the effect 
of that trading center upon the residents of the sur- 
rounding territory. They will be drawn to that bright 
spot on the horizon as surely as the moth is drawn to 
the flame. Where such conditions obtain, money will 
be spent freely and regularly. The town that uses plenty 
of light is on the way to becoming prosperous. 

While street lighting is of paramount importance, 
and should be provided as soon as possible, much can 
be done by the individual merchant in lighting up his 
own store. Broadway, New York, famous for its 
Great White Way, only maintains 
eleven street lights in a long stretch 
of the theatrical district, for the very 
obvious reason that the many electric 
signs provide conditions almost ap- 
proximating daylight. Scrupulous at- 


The glow of the 
nearby trading 
center will at- 
tract many a 
farmer to town. 





HARLES P. STILES, in the May 29 

issue of Hardware Age, Robert | 
Murray, in the June 5 issue and Clay 
Burbidge in the June 12 issue point out 
that competition for trade has passed into 
the broader fieid where the community 
that is most attractive gets the major 
portion of the consumer's dollar. Last 
week Hardware Age introduced the mod 
ern farmer, resident in such a trade 
territory. This article shows one very 
important way in which the farmer and 
the rest of the community may be 

attracted to the trading center. 


tention to keeping these bulbs clean and bright goes a 
long way toward the result. Were it not for these lights 
of the theaters and other business places, Broadway with 
only its street lighting would be darker than many a 
Main Street. 

If you brighten your store with lights, you will not 
only help your business immediately, but you will help 
your town much more, because your neighbor will fol- 
low your example, having seen the beneficial results 

(Continued on page 86) 














WILLIAM 
ENDERS 


E loved stories. Not smutty stories, but stories 
with a delicate humor. Here is a story he told 
me: For many years he lived in the St. Louis 
Club. There were a number of old gentlemen who 
made this club their home. Every morning they assem- 
bled at a long table for breakfast. These old gentle- 
men became very fond of each other. Each one became 
a part of the lives of the others. Next door to the club 
the foundation for a Masonic Temple was being dug. 
Every morning after breakfast these old gentlemen 
would gather at the windows of the club and watch 
the laborers hard at work digging. One day, however, 
there was great excitement. One of the club members 
had married. He departed from the club. His place 
at the table was vacant. After several weeks my friend 
asked the old gentlemen if they did not miss Harry. 
“No,” they replied. “Not as long as we have the steam 
shovel !”” 

He was one of the handsomest young men I ever 
knew. At the time when men were very careless in 
their dress, he was always neat and well shaved. Even 
in the hottest weather his linen was always immaculate. 
This was one of his characteristics throughout his long 
life. I first remember him at church. I was then a 
boy. It was customary for the young men to go to 
church so they could enjoy the privilege of walking 
home with the belles of the town. That was one of 
the excitements of those days. 

Colonel Enders was a hardware salesman. He made 
his headquarters at the Dallas Club and visited the trade 
of Texas. Many times I visited him there. I watched 
him work. He was never hurried, never excited, and 
never rattled. He worked so smoothly and easily that 
many customers and salesmen had the impression he 
was not a very hard worker. I know better. I know 
how he worked, writing up orders, taking care of his 
correspondence all through the night into the early hours 
of the morning. But there was no fuss about it. The 
next day he was up early and at his work, but he always 
seemed to have plenty of time for a greeting or a story. 

Then I knew him as a competitor and a sales manager. 
All the years we were competitors, when we were not 
supposed to speak when we met, we did meet and had 
our little dinners and many a good laugh at the pass- 
ing show. We did not take ourselves or our associates 
very seriously. He had a lot of fun kidding me. 


H 
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WILLIAM ENDERS 


Through him I got a good idea of how I looked from 
the outside, and while this information was not always 
flattering, it still had its good uses. He finally decided 
that in order to complete his education it was necessary 
for him to take a trip to Paris. His humorous and 
whimsical account of his adventures in Paris, and his 
opinion of French men and French women would make 
a best seller. But that story is lost to the world. The 
best stories are never told. 

So the years passed, as the years will, but we never 
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lost contact with each other. When we were separated 
we wrote letters. Our letters were never serious. Living 
was just a whole lot of fun. The very serious people 
made life funnier to us. I wish I had saved this corre- 
spondence, but that, too, will all soon be forgotten. 

He was not a great man. He was not a great indus- 
trial leader. He was not a fighter. He cared little or 
nothing for money. He was not very much interested 
in world affairs. He did not seem to have much curi- 
osity about the ultimate destiny of civilization. He was 
not even especially interested in the politics of our own 
country. As I remember our talks, they were never 
about any of these things. We chatted about our own 
little world, and we discussed the people in this world 
that we knew so well. He was not cut out to be a great 
success, as the world measures success today in dollars 
and cents. 

But, on the other hand, he had a very keen mind, 
and his mind was especially keen in sizing up the char- 
acters of people. How well he knew everyone around 
him. But his criticisms of these people were never 
malicious, never unkind, just whimsical and humorous. 
He had a great heart and a wonderful capacity for 
friendship. He loved his friends. His friends loved 
him, and I can say truthfully that in all the years I 
knew him, both as an associate and as a competitor, 
I never knew anyone to say anything against him. If 
ever he had an enemy in this world, I have never met 
him. This is a very unusual statement, because this 
man lived a very active business life. He directed sales- 
men and was himself one of the greatest salesmen I have 
ever known. 

What curious ideas people have about salesmanship. 
A good many people think when you: say “salesman” 
it means that the man is a sort of hypnotist who has 
the ability to throw his prospect into a trance, and then, 
when the prospect is in that condition, manages to get 
him to sign on the dotted line. What kind of a sales- 
man was this man? He knew his business from axes 
to zinc. He wrote an excellent hand, wrote rapidly, 
and could take an order with the greatest ease. In his 
makeup there were no tricks. There were no short cuts. 
There was no exaggeration. There were no prevarica- 
tions. His customer was his partner in business. He 
sold every customer as if he were directly interested 
in the success of that business. In his pleasant way 
he helped, guided, and advised his customers. When, 
through no fault of their own, they got into trouble, 
he stood by them, and many times he stood by them 
when their getting into trouble was their own fault. 

He loved people. Not one class or one kind, but 
all kinds of people. Not only the bank president but 
the porter of the hotel was his friend. When he walked 
to and fro in the towns he visited, progress was very 
slow, because so many of the main streeters stopped to 
shake hands and chat with him. This, of course, took 


up time, but always remember when we are interrupted 
by our friends in the daytime we can still work at night. 
With his money he was generous. I know many cases 
where he gave generously to help the poor and the un- 
fortunate, and when he helped he did it cheerfully, and 
along with the help went encouraging and strengthen- 
ing words. 

He loved life. Until almost the end he enjoyed won- 
derful health. In all of his strenuous working days 
I never heard of his being ill. While he enjoyed all of 
the good things in life, both eating and drinking, he 
was always temperate. Time after time, when the party 
became boisterous, I have seen him get up and leave, 
with some such remark as “I must catch an early train 
in the morning.” Now that I come to think of it, in 
all things he was one of the most temperate men I ever 
knew. 

Then winter came. Knowing him as I did, I could 
not bear to see him in his illness. This was a weak- 
ness on my part. I wished to remember him as I had 
always known him—happy, bright, cheerful, humorous. 
So toward the last we just exchanged brief letters, and 
then one day the inevitable telegram came. The book 
was closed. As I held the telegram in my hand, I 
thought of the death of George Wilson, another Texan. 
Colonel Enders was then traveling in Texas. I wired 
him the sad news, and his answer came back to me: 
“When George Wilson died, every man, woman and 
child in the world lost a friend.” What epitaph could 
be more fitting for William Enders? He lived a long 
and a very happy life. He got more out of life, I think, 
than the majority of men. I also believe that he put 
back into the world more than he ever took from it. 

He never led any great movement. He did not build 
up a great business. He did not accumulate a large for- 
tune. But throughout the South, where he was well 
known to jobbers and retail dealers as well as to sales- 
men, he was possibly the best known hardware man in 
the country. Probably he had more friends than any 
other hardware man of the South, and this is saying a 
great deal, because friendship in the South is something 
that is of peculiar and special value. It seems to me 
that the word “friend” in the South means just a little 
more than it means in any other part of the world. 
Measuring the life of William Enders in friendship, in 
cheerfulness, in affection, in kindly good nature, and 
in the gentle art of conversation, it seems to me his 
was a very successful life. Far more successful than 
if he left behind him bricks, mortar, machinery, credit 
balances, country estates, yachts—without any friends. 
In the true sense, his life had: its spiritual values that 
were entirely separate and distinct from material things. 

Like all of us, he will soon be forgotten. But as long 
as the generation that knew him lives, he will be re- 
membered with love and affection. 

—Saunpers NorveLt. 
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WO. beneficial results 
were accomplished 
through the single 


medium of a gift shop in- 
stalled as an integral part of 
the Neyhart Hardware Co., 
Williamsport, Pa. In the first 
place it produced lucrative re- 


turns, and, secondly, it served GIFTS for the HOME. 





Katherine B. Winner, 
who sponsored the 
Neyhart gift shop, be- 
lieves that conducting 
a gift shop is purely a 
woman’s job. About 80 


to bring a higher class of The most complete and comprehensive array of gifts that P er cen t of th e ift 
awaits your 
, gilts for old, gitts | for father, muther, § 


women patrons into the store. Shop. Gifts for youn 
brother, sister, and Triends—reasonably priced so that you ; . 
may remember all, and still keep within the budget you i hod ar pur hases are made by 


we have ever ha 


The latter result was achieved planned for gift buying. 

through creating a different ~~ =} >: fila, eed 
and more exclusive atmos- oo 
phere, by erecting a gift shop 
within the store proper in 
order to provide a setting in 


keeping with quality gifts. 


here in our new Gift 


women and the other 
ieee on 20 per cent by men, 
Smoking Set Kathryn Bennet Win- who usually need the 


$10.00 
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N. P. Browne, merchandising 





manager, said: “It was a good il yj erecta sig seems to be no object 


slate in the gift line, and Mrs. 








idea and has accomplished its 





purpose. 4 —— sae || Winner has found that 


The gift shop was con- 
structed along Spanish lines, 
and while the exterior is 4 
contrast to the balance of the store, no objectionable 
conflict occurs. In reality, it presents a very attractive 
and inviting appearance. The interior is just about the 
acme of perfection in appearance and appointments, as 
it was designed for the specific purpose of displaying 
gift merchandise. Construction of the gift shop en- 
tailed an expenditure of $500, but the completed effect 
looks as if it would cost twice that sum. The new de- 
partment was completed just before Christmas, last year, 
and $2,500 was invested in the initial stock. 

As might be assumed, a woman was largely instru- 
mental in convincing the firm that a gift shop would be 
a profitable adjunct to the store, and has contributed 
materially to the success of the department. Mrs. 
Katherine B. Winner, the wife of one of the members 
of the firm, sponsored the gift shop and has given it 


Established 1871 
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ranges to the extremes 
Distinctive advertising 


builds prestige for the Of the inexpensive and 
gift department of Ney- 
hart’s hardware store the costly. 


her personal attention. Mrs. Winner believes that 
women are usually better fitted to select gift items than 
most men. This is important, for women purchase over 
80 per cent of the gifts. She also contends that the 
time has arrived for women stylists in hardware stores, 
stating that women are paying increased attention to 
color schemes and are adopting new decorative methods 
to make the home more attractive from cellar to gar- 
ret. Conducting a gift department is purely a woman’s 
job in her estimation. 

During the holiday season, men constitute about 20 
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STORE 


By J. M. WITTEN 


An _ exterior 
view of the 
Neyhart gift 
shop ap- 
pears at the 
left. A 
glimpse of 
its interior 
is shown 
above. 





per cent of the gift shop customers. In most instances 
they seek suggestions for appropriate presents for 
women, which salesladies can naturally offer. While 
it is true that the best demand for gifts exists during 
the holiday season, it is also true that gifts are in good 
demand the year around. Weddings, birthdays, gradu- 
ation, anniversaries, parties, showers, Mother’s Day, are 
all occasions making gifts appropriate. Then, too, many 
women purchase gift items for their own homes. Price 
seems to be no object, says Mrs. Winner, when the 
customer has a good lamp or other art object in mind. 
The demand is either at one extreme or the other. That 
is, people seek either an inexpensive gift for about a dollar 
or the most expensive. Little demand exists for gifts 
which have prices between the two extremes. Last year 
gifts selling at $35 or $40 were the most expensive car- 
tied, but it is the intention to add more expensive gifts 
in the future. In this connection Mrs. Winner related 
they had no difficulty in disposing of the expensive coffee 
tables in stock during the holidays, while the inexpensive 
types failed to sell with like rapidity and ease. 






In the better gifts, duplications of stock are carefully 
avoided. Only one article of any one particular type 
is purchased, as customers for such merchandise want 
to feel that such articles are unusual and different from 
the commonplace. Many women are now regular cus- 
tomers of the gift department who had never entered 
the store until it was installed. Frequently this leads 
to the purchase of other articles unrelated to gifts. As 
an example, one woman purchased a number of gifts 
and considerable kitchen equipment which brought her 
bill to approximately $500. Some quantity purchases 
of inexpensive gifts necessitate some duplication in this 
class of goods, but it is never carried to extremes. 

Special wrappings are used on all packages from the 
Neyhart gift shop, making therh readily identifiab!e 
among gifts in evidence at parties and similar occa- 
sions. The wrapping paper is sage green in color and 
the wrapping tape is red and has the firm name imprinted 
upon it. Several industries which are national in scope 
have manufacturing plants in Williamsport, and it is 
the custom among many such plants to send Christmas 
remembrances to their customers. Neyhart’s secured 
some of this trade last year, but were late in going after 
the orders. An early effort is to be made during the 
coming season in this direction, as it appears to hold 
much of promise. Some of the factories distribute sev- 
eral hundred gifts or more in this fashion, which makes 
the business worthy of special cultivation. Another 
noteworthy factor Neyhart’s have found in favor of 
their gift department is that by far the largest percent- 
age of sales are for cash and the balance are better than 
usual credit risks for most hardware items. 








Winchester, Virginia is a town of 8,000 popu- 
lation, surrounded by the apple growing area in 
the famous Shenandoah Valley, Solenberger & 
Co., hardware merchants there sell an enviable 
total in two major lines, in addition to their regular 
staple hardware merchandise. We sell them just 


like we sell hardware says Hugh Solenberger. 


$25,000 Annually from Radio 
and Electrical Refrigerators . . . 


S. SOLENBERGER & 

CO., Winchester, Va., sell 

a yearly volume of $25,000 

in radio and electrical re- 

frigeration, with no more 

effort than that expended 
on staple hardware lines. In fact, in 
the words of Hugh Solenberger, 
who has charge of the electric de- 
partment, “We sell radio sets and 
electric refrigerators just like we sell 
hardware. We realize that we could 
probably increase our sales in these 
two lines if we went out and active- 
ly solicited the business, but we 
believe we would also have more 
grief and considerably increased 
selling expense. It is also logical to 
assume that if the store appears too 
anxious to sell its merchandise, it is 
apt to arouse suspicion in the mind 
of the prospect. Whereas, if the 
prospect first shows an interest in 
the article, we believe the transaction 
will be more satisfactory—especially 
to the merchant. This is particularly 
true of articles which sometimes re- 
quire servicing of one type or an- 
other. If such a sale has been 
forced, it has been our experience 
that numerous complaints on the 
performance of the article may be 
expected. If no undue influence is 
used to close the sale it will occa- 
sion less grief.” 

In explaining this policy, Mr. Sol- 
enberger emphasized that they were 
always careful to point out to pros- 
pects who had evinced an interest 
in a radio set or electrical refrigera- 


tor that the article carried the un- 
qualified recommendation of their 
firm, as well as that of the manu- 
facturer. As both have been care- 
ful to maintain excellent reputations 
for assuring the customer the ut- 
most satisfaction from their mer- 
chandise, further guarantees, either 
expressed or implied, are unneces- 
sary. 


Handling the Service 
Phase of Radio 


The service phase of radio has 
been so handled as to eliminate 
much of the trouble this problem 
sometimes offers. One man, an ex- 
navy radio operator, is engaged by 
the store on a part-time basis. Dur- 
ing the summer months the service 
man is occupied with his own truck 
garden. In the winter months his 
entire time is devoted to radio work 
for the store. Service calls are only 
made during the regular store hours, 
from 7 a. m. to 6 p. m. 

When asked whether he thought 
that making night service available 
might make for more contented ra- 
dio purchasers, Mr. Solenberger re- 
plied, “No, we don’t think so. Radio 
owners have become more reason- 
able in the last few years, and if 
something goes wrong they are will- 
ing to wait a reasonable length of 
time to get it repaired. They no 
longer demand that their set receive 
immediate attention. After all, a 
radio set is rarely absolutely essen- 
tial to its owner, and we don’t con- 
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sider that the radio man must be 
available day and night, just like a 
doctor, where the call is often a mat- 
ter of life or death.” 

A minimum charge of $1 is made 
on all service calls after the set has 
been in use for one year. Very lit- 
tle radio service is required with 
present sets, and many general 
hardware articles often require 
more, according to this electrical 
specialist. About 99 per cent of the 
radio service calls at the present 
time are occasioned by tube trouble, 
he said. Ninety per cent of the 
radios sold by the firm have been 
sold on open account. As the store 
is well versed on the financial re- 
sponsibility of customers maintain- 
ing a charge account, very little dif- 
ficulty has been had with collec- 
tions. 

The store concentrates on one 
make of radio which it has handled 
for the past five years. The line 
carried is made in a wide selection 
of models and is so priced as to ap- 
peal to every type of radio prospect. 
An appreciable increase in radio 
sales has been effected every year 
since the firm has carried the line. 
Radio sets and accessories accounted 
for a volume of approximately $20,- 
000 last year. This figure entailed 
the sale of about 200 complete sets. 

Electrical refrigeration was first 
added to the stock in 1928 and dur- 
ing that year 28 refrigerators were 
sold. In 1929 this number increased 
to 31, and a still larger number is 
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indicated for the current year. As 
the average sum involved in each in- 
dividual sale was about $285, nearly 
$9,000 is added to the general vol- 
ume each year through the aid of 
electric refrigeration. It was not un- 
til electric refrigeration became per- 
fected to the extent that service 
problems were virtually eliminated, 
that the store began to carry them. 
Having sold about 75 refrigerators 
in the time which has since elapsed, 
it is illuminating to learn that only 
one refrigerating unit has needed re- 
placement. Even this was a very 
simple matter, so far as servicing 
was concerned. 

The same sales methods are used 
in selling electric refrigerators as in 
merchandising radio—the firm al- 
lows the prospect to take the first 
step toward acquiring either appli- 
ance. Through a non-canvassing 
policy, no commissions are paid and 
the selling expense is the same as 


for the usual hardware lines. The 
firm believes that the ultimate pur- 
chasers are always better satisfied 
under similar merchandising condi- 
tions. 

Ice boxes are accepted to apply 
against the down payment on elec- 
trical refrigerators, and the store 
reports that it could sell more sec- 
ond-hand boxes than are taken in 
under this plan. At a range in price 
of from $10 to $15, the ice boxes 
are in active demand. In addition to 
stressing the convenience and health- 
promoting advantages of electric re- 
frigeration, the store emphasizes 
their economy as the current con- 
sumed by the average refrigerator, 
at the rates prevailing in Winches- 
ter, usually amounts to about $2.50 
per month. On a sliding scale, the 
local rate varies from 2c. to 8c. per 
kilowatt-hour. 

Electrical supplies, such as min- 
ing material, table appliances, small 


motors and similar merchandise, 
have only been extensively stocked by 
the firm for the past two years. Re- 
sults since have been very pleasing 
and new additions to the electrical 
department are being constantly 
made. Two lines recently added 
were electric window ventilators and 
small motors. Both have been en- 
joying a good sale. Several types of 
electric window ventilators are being 
carried, ranging from $15 to $30 in 
price. Electric motors of 4, 4, %, 
1, 2, 3 and 5 horsepower are now 
regularly carried in stock and are 
in good demand for such purposes 
as driving washing machines, water 
pumps, tools, grinders and apple 
graders. 

J. S. Solenberger, proprietor of 
the store, is ably assisted in its op- 
eration by three sons, Hugh, How- 
ard and Harold, who are in charge 
of important departments in the pro- 
gressive Virginia store. 








the chipping and damaging of the enamel surface 


esa sales of enamel gas ranges have made 
an important problem for manufacturers and dealers. 





all parts of 
the range. 


3—Two men 
carrying the 
range on the 
crate bottom 
find a substan- 
tial holding 
place and do 
not have to 
take hold on 
the door han- 
dies, cook top, 
cock handles, 
high shelf 
brackets or 
other parts of 
the range. 


(2) 


in these pictures. 


How to Uncrate and Handle Gas Ranges 
Without Chipping or Breakage 


1—All uprights and diagonals are sawed close to the bottom, 
taking care not to strike the stove in the sawing operation. This 
can be accomplished by using just one half of the saw and tilting 
it. The half between the blade center and end must be used as 
the half nearest the handle being wider may strike the range. 


2—With uprights sawed the crate may easily be lifted free of 





During the past six months the Standard Gas Equipment 
Corp., 18 East 41st St., New York City, made a very 
careful study of the handling of gas ranges by dealers. 
It was found that in many cases a crated range delivered 
to a dealer in good condition would be damaged when 
it reached the consumer. Frequently the damage was 
done in the uncrating and handling incident to delivery, 
but the blame was attributed to poor enamel, poor crat- 
ing or incorrect packing. 

To overcome this problem, the company worked out 
the method of uncrating and handling gas ranges shown 
Ranges on the crate bottoms may be 
placed on trucks, end to end, and due to the skids at the 
end of each crate will not bump en route. 


















The majority of the sets 
sold by the Sprowls 
store went to farmers. 
They are more depen- 
dent on radio for news 
and entertainment. 


Why This 


Hardware Firm’s 


XEMPLIFYING the fact 
that a hardware store need 
not be located in a large 
city to make a genuine suc- 
cess out of merchandising 
radio, the well-known hard- 

ware firm of George B. Sprowls & 
Sons, Claysville, Pa., attained a vol- 
ume of $30,000 in radio alone last 
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RADIO SALES werE $530,000 


LAST YEAR IN A RURAL TOWN:OF 


1200 PEOPLE 


year. The majority of the sets sold 
were purchased by farmers in the 
territory, as the store has cultivated 
a large and profitable following 
among farm patrons. Sprowls’ Big 
Party, an annual affair, which was 
described in Harpware AcE for 
April 10, is one important factor in 
retaining and developing the good 
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will of the farmers in the surround- 
ing agricultural section, résulting in 
an annual sales volume of $300,000 
for the store. We mention the total 
sales volume to emphasize the fact 
that radio contributes one-tenth of 
the annual volume. Keeping this 
in mind, if the hardware merchant 
who reads this will add 10 per cent 
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to his sales volume for the preced- 
ing year, it should convince the most 
dubious that radio has substantial 
possibilities worthy of serious con- 
sideration. 

The radio department in the 
Sprowls’ store is conducted on a 
departmental basis, as most highly 
successful merchandisers of similar 
lines have found a like policy. con- 


ducive to most efficient and produc- -. 
tive results. T. Wray Sprowls, a ~ 


son of the proprietor, is manager 
of the department and, as the rec- 
ord indicates, he is eminently well 
qualified for the position. He first 
became interested in radio while it 
was still in the experimental stage, 
and his enthusiasm for it has never 
waned. It was largely through his 
influence that the store first started 
to sell radio sets eleven years ago, 
thus becoming a pioneer retailer of 
the line in Claysville. As the pres- 
ent sales average involves selling 
nearly 300 sets each year, it seems 
that the store has been successful 
in maintaining an enviable reputa- 
tion as radio headquarters in Clays- 
ville during the decade they have 
handled the line. This is more than 
can be said of some early radio 
dealers who lost their standing 
while radio was still undergoing 
many changes, especially with re- 
gard to merchandising policies. 

One of the most advantageous 
moves the merchant can make in 
installing a radio department, ac- 
cording to Mr. Sprowls, is to 
choose a good line of sets. Ex- 
plaining this statement, he said: 
“Two or three different and favor- 
ably known makes allow the pros- 
pective purchaser to have a choice 
in the matter and makes for easier 
sales. Where more than one line 
is carried by the dealer, there is an 
element there which encourages the 
manufacturers to stretch a point, 
when necessary to aid the dealer. 
The dealer should use good judg- 
ment in selecting the lines which 
have the good will of the radio pub- 
lic in his locality.” 

In order to avoid distracting ele- 
ments which might lessen the 
chance to close a sale, Mr. Sprowls 
advocates a separate radio depart- 
ment, located in an isolated part 
of the store where customers for 
other merchandise will not disturb 
the radio prospect’s attention. This 
has proved a valuable asset in this 


particular store and is a feature 
they feel would be difficult to get 
along without, notwithstanding that 
it is located on the second floor and 
can only be reached by rather a 
lengthy stairway. In this location 
there is little to distract the patron’s 
attention, and the sets can be tried 
and discussed in an intimate man- 
ner: For the benefit of dealers who 
might think that customers would 
object to walking upstairs, it might 
be well to explain that there has 
never been a remonstrance on this 
score. Most prospective purchasers 
prefer to hear several sets and com- 





taining features, and few farmers 
turn a deaf ear to the benefits 
pointed out. 

Service must be good and avail- 
able night and day if best results 
are secured from a radio depart- 
ment, declared Mr. Sprowls. Ser- 
vice is the tie that binds the pur- 
chaser closer to the store or in con- 
trast severs that bond, as a radio 
owner who is failing to secure good 
results from his set can do more to 
tear down the reputation of the 
dealer than any other single factor. 
However, if the radio purchaser is 
securing good results, and has had 





George B. Sprowls & Sons, Claysville, Pa., have 
shown that large volume can be obtained in the 
smaller trading centers. Radio, providing a line 
with a large unit of sale, has “gone over big” 
among the rural population there. Aggressive work 
and a reputable line is the secret of their success 
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pare the tone qualities of each be- 
fore making their decision, and such 
a room provides a perfect setting 
for the purpose. 

The store has several salesmen 
who do nothing else except to call 
on the farm trade in the store’s 
territory, soliciting orders for sev- 
eral special articles of high unit 
value, and radio is, of course, one 
of the lines concentrated upon in 
this fashion. On numerous occa- 
sions farmers have been known to 
call the store and order a radio set 
“just like the one you sold Henry 
Smith last week.” It is said that 
farmers, as a class, are better pros- 
pects for radios than any other, as 
they are more dependent on it for 
news and_ entertainment, which 
townspeople have available, in part 
at least, through other mediums. 
Current quotations on butter, eggs, 
grain and a wide list of farm prod- 
uce are broadcast several times a 
day, and the farmer is well ac- 
quainted with the prevailing prices 
when he takes it to town to sell it. 
This advantage is emphasized as 
well as the educational and _enter- 


his complaints promptly attended 
to, he is glad to have the opportu- 
nity to recommend the store to 
friends who are considering buying 
a radio set. Chas. E. Anderson is 
the competent service man for the 
store, who locates any trouble in 
short order, keeping the customer’s 
attitude toward the store always on 
a friendly basis. 

Many radio sales have been con- 
summated as far away as 25 miles 
from Claysville, as the reputation 
the store has established in radio is 
widespread. It is the policy to aim 
for as many cash sales as possible, 
although terms are granted when 
specifically requested. When sets 
are sold on partial payments, the 
firm carries its own paper, having 
avoided finance plans because of the 
belief that they sometimes result in 
creating ill-will for the store by un- 
necessarily being too severe in en- 
forcing terms. Installation is made 
gratis and free service is given on 
sets for a one-year period, except- 
ing tubes, which the store guaran- 
tess for 90 days. 
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Says E. H. LEMBERG, of Austin, Texas 





The Austin Crockery & Hard- 
ware Co., Austin, Texas, special- 
izes in household goods. They 
have developed some methods 
that have proved more produc- 
tive of business than usual—you 
will be interested to know what 
they are—you will find them in 
this article , : ‘ , 





VOIDING the obvious in patterns of china and 
glassware, being the first or at least among 
the first to introduce new designs and new 
developments in table, kitchen and general 
housewares, is the successful merchandis- 
ing creed of E. H. Lemberg, As manager, 

of the Austin Crockery & Hardware Co., Austin, Tex., 
he has had thirty profitable years of experience. In the 
past five years his business in general housefurnishings 
has grown so rapidly, his store is gradually becoming 
almost an exclusive household goods establishment. 
Being what he considers the “show lines,” glassware, 
china and silverware has first display place in the store. 
At the entrance, easily seen.even from the street, you 
will always find a table set for six. It is a complete set 
up with white tablecloth, knives, forks, spoons, glasses, 
plates, etc., ready for the guests and then the refresh- 
(Continued on page 90) 
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Profits in Oud Ive 


By CARLE R. BARSTOW 


Massena, N. Y. 





Carle Barstow is a hardware merchant in a town of approxi- 
mately 6000 population. He believes that the adding of new lines 
is necessary to any business. “Women,” he says, “are most inter- 
ested in new things because they do most of the family spending. 
Certainly we cannot blame them for being interested in every- 
thing new or novel. How can they spend wisely unless they keep 
posted on new lines? Women are particularly interested in new 
lines not usually found in hardware stores.” 





URING 1929 we had 

some interesting ex- 

periences in adding 

new lines in. our store. 

Inasmuch as these lines 

are not found in the 
average hardware store, the results 
are interesting. 

Early in March we received a 
quotation from a company in 
Florida, asking us to handle their 
ferns. These ferns are wrapped 
singly in damp moss and wax paper, 
with directions for planting on each 
wrapper. The retail price is ten 
cents. Here was an item at a popu- 
lar price, which we felt would ap- 
peal to women, so we decided to try 
it out. During March and April we 
sold a thousand ferns. We also 
sold a large quantity of flower pots 
and jardinieres. 

After our success with ferns we 
decided to try selling potted plants 
for Easter. We made arrangements 
with a florist and had a sample ship- 
ment arrive ten days before Easter. 
These were soon disposed of, and 
the regular shipment arrived four 
days before Easter. Our business 
on potted plants was two hundred 
dollars. 


After many consultations, we de- 
cided to try selling baby chicks. 
We located a hatchery quite near 
us, and obtained prices which would 
allow us to sell day-old chicks at the 
regular hatching price. These chicks 
were shipped in a fibre carton hold- 
ing a hundred, usually by mail. Our 
first shipment arrived the last of 
March, and from then on until the 
last of June we had chicks in stock. 
During the season we sold 6000 
chicks. We also sold drinking 
founts, feeders, chick feed, etc. 

In the fall we decided to try sell- 
ing gold fish. We located a dealer 
out in Indiana, who raised gold fish 
and sold all supplies. A dealer’s 
aquarium with attachments for run- 
ning water, was priced at forty 
dollars. This seemed a lot of money 
to put into an experiment, but it 
was the best we could do. After 


receiving the aquarium we ordered 
an assortment of fish, asking the 
dealer to send us the best sellers, as 
we knew nothing about gold fish. 
These little fish are classified as to 
length, color and shape. The re- 
tail prices are ten, fifteen and even 
up to seventy-five cents each. Gold 
fish are shipped by express in cans, 
about like ordinary milk cans. The 
smaller cans hold 150 fish, while the 
larger ones hold 300 or more. 

On receiving the first shipment, 
we followed instructions sent by 
the shipper, and had no trouble with 
fish being sick or dying. Our busi- 
ness was a surprise indeed. We 
sold 1200 gold fish and 20 dozen 
glass fish bowls, together with fish 
food and sea weed, giving us a total 
volume of $350. 

You will agree that these four 
lines are not found in the average 
hardware store. Quite likely many 
would question the advisability of 
selling them in a hardware store. 
But—let us look at the results. 
Think of the number of customers 
who come in and buy those odd 
items. Think of the extra business 
on regular lines. Remember that 
those four items showed us over 
$2,000 in sales at a very good 
margin of profit. Finally, remem- 
ber that this was all new business 
which did not compete in any way 
with our regular stock. 





Ferns from Florida that retail at 10c. Potted Plants, Baby 
Chicks, 600 of them; Gold Fish were sold in Massena, New 
York—They brought extra business in regular lines, too 
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Peace- Time Slackers 


By CHARLES J. HEALE 


) gee patriotism which gives war its only glamour, 
is sadly lacking in the peace-time efforts of a nation 

to maintain its commercial supremacy. The same 
men who quickly and gladly offered their lives in the 
service of their country should be expected to show an 
equal loyalty in fighting the bloodless battle for the con- 
tinuation of American standards of living. 


A race that prides itself in not admitting the possibility 
of defeat in war should show the same grit during a bus- 
iness recession. 


Too many salesmen have resigned themselves to the 
belief that there isn’t any business. Too few of them 
have come through with the necessary extra expenditure 
of effort. Yet men of the latter type have produced 
results because they were willing to meet the challenge 
of changed conditions. Cheerfully they have given their 
own time, making window displays for dealers, holding 
store demonstrations on their lines and seeking all means 
of increasing their customers’ business. They have not 
complained because “today you not only sell the dealer 
but you also have to sell for him.” 


These fighting salesmen have had available business 
prospects pretty much to themselves. It is no wonder 
that for some of them 1930 sales are equal to or slightly 
better than in 1929. They didn’t know the war was 
over, so they kept on fighting for business, and got it. 
Their fellow salesmen, who threw up the sponge early 
in the game, do not understand or perhaps do not believe 
that such records have actually been made. They 
wouldn’t. 


A similar division exists among retailers. In a group 
of fifty only one showed figures for the current year 
ahead of last year. Pressed for a reason, he explained : 
“Well, we are using more light in our stores and win- 
dows, more newspaper advertising space ; we change our 
windows more frequently, have two store meetings a 
month instead of one, are adding new lines to equalize 
the loss of inactive goods and are out all the time looking 


for more business.” The other 49 told how they were 
economizing on lights, cutting salaries, restricting their 
purchases, cutting out newspaper advertising and gen- 
erally doing everything possible to keep their business at 
a minimum. Apparently both plans work but in opposite 
directions. 


It would be foolish for anyone to suggest that business 
could be normal for everybody. It could not, but the 
average would be much higher if all the peace-time 
commercial slackers would get into the fight. 


The unfortunate part of it all is the fact that the 
slackers drag others down with them. An eastern 
hardware factory reports production cut in half. If its 
salesmen quit cold and let the business go even lower, 
hundreds of factory workers would be thrown out of 
work and their buying power if not eliminated would be 
seriously curtailed. Let the same picture include thou- 
sands of other factories and then we would know what 
business depression really is. Without the buying power - 
of wage-earners there can be no business for anyone. 
Without sales, factories cannot produce and pay wages. 
In the business circle each factor is either pushing for- 
ward or retarding the progress of all. 


In a recent bulletin the La Salle Extension University 
estimates that the American people’s total income is now 
running from 12 to 15 per cent less than last year; yet 
during the week ended May 21 these same people spent 
23 per cent less money. This means an unnecessary 
curtailment equal to the difference between the 12 or 15 
per cent decline in wages and the 23 per cent reduction 
in sales. The same bulletin goes further and says that 
too many folks are waiting for the other fellow to start 
something. It is the general consensus that wholesale 
prices, real estate prices and the prices of good stocks 
and bonds are close to the bottom. As soon as new buy- 
ing appears in any volume, prices are sure to harden. 
Money spent now will not only buy at bargain prices, 
but will help start business on the upgrade. 
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itchell’s Stage A 


ome-Back 


‘THE collapsed 
store is shown 
above. Note the 
tinware on the 
few shelves which 
remained in posi- 
tion against the 
wall. Two illus- 
trations of the 
new store erected 
on the same site 
appear at the 
right and below. 


ISASTER suddenly 
confronted the Mitch- 
ell Hardware Co., 
Ashtabula, Ohio, early 
last July when the 
company’s building 

collapsed with a crash which total- 
ly destroyed the business quarters 
of one of the oldest retail firms in 
the city. The catastrophe was 
caused by weakened foundation 
walls, brought about by excavations 
which were being made for a new 
building directly adjacent to the 
firm’s old structure. The spectacu- 
lar come-back staged by the firm 
after this extraordinary accident 
should prove inspiring and edifying 
to every hardware merchant, 
Almost before the dust had set- 
tled from the crash, officials and 
employees of the firm set to work 
with grim determination, and within 





When the building 
collapsed they set 
to work almost be- 
fore the dust set- 
tled to rebuild. 
Here is the story 





an amazingly short time had re- 
stored order sufficiently to reopen 
for business in temporary quarters, 
located in the rear of the wrecked 
establishment. In the interim, Don 
W. Mitchell, president and general 
manager of the company, began 
formulating plans for a permanent 
reestablishment of the business. 
Within a comparatively short time 
construction was under way on a 
new building, situated on the site 
of the old, and planned for the ex- 
press use of the Mitchell Co. 

The new building, which was for- 
mally opened on March 29, is a 
wonderful addition to Ashtabula’s 
retail shopping district. It is of the 
strictly modern and fireproof type 
and was constructed and arranged 
purposely for the most effective 
display of the hardware and allied 
lines which are handled by the store. 
The structure is two stories high, 
with a large basement. Inside 
measurements are 36 by 122 feet. 
Adjoining the building at the rear 
is a two-story warehouse for heavy 
hardware and similar merchandise. 
This enables the firm to keep in 

(Continued on page 88) 
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Lesson No. 4—Sensible use of space and simple, but 
effective, layout emphasizes quality and values 


HE four advertisements shown here serve 
particularly well as a sensible object lesson in 
how to advertise a hardware store and its 
goods and service in a city of average size. 
These ads are part of a continuous cam- 
paign scheduled three times weekly and are 
excellent examples on which to base some practical sug- 
gestions regarding what an ad is, what it does, how and 
why for the benefit of hardware merchants who are in- 
terested in a greater share of the hardware business of 
the communities they serve. And here is a good place 
to say that as time goes on retail hardware merchants 
will need to depend more and more on newspaper adver- 
tising for increased volume and natural expansion of 
trade. For this reason hardware merchants, no matter 
how their own advertising looks, ought to make a 
practice of studying the ads of other hardware stores 
in cities other than their own. Also they could profit by 
studying the better type of advertising of other kinds 
of retail stores. This is by way of suggestion only, but 
is worth the attention of progressive hardware mer- 
chants, because of the effectiveness of the local hardware 
merchant’s newspaper advertising is dependent, to a 
certain degree, on the kind of advertising other local 
stores publish in the newspapers. 
This may be a new thought to hardware men, but it 
is timely and for this reason: 
The hardware merchant’s daily sales volume comes 
from the same place the druggist’s, grocer’s and sta- 


FOUR SIMPLE 


HARDWARE 
ADVERTISING 


LESSONS 


from One Store’s 
Advertisements 


(1) Simple Layouts 
(2) Clean Cut 
Typography 
(3) Timely Items 
(4) Good Values 


By GUY HUBBART 


tioner’s volume comes from; the daily expenditures of 
people who live in homes and who have daily need for 
whatever each and all types of stores sell. The cus- 
tomer sees what is advertised by each type of store, and 
as the standard of values goes upward in this or that 
kind of store’s advertising, the customer begins to look 
for better values in all store’s advertising and responds 
quicker and better when the better values appear. Hard- 
ware is a necessity in every home and people notice 
what is featured, and thus guide themselves by what 
they sell. ‘The better the ads the more attention one 
family pays to them, and the same for all families. 


A Specific Example 


Notice the four ads of the Heyman hardware store of 
Danbury, Conn. At first glance there is not much dif- 
ference in general appearance. This is due to the uni- 
form signature and uniform space size of the four 
pieces. Close inspection, the kind the customer gives an 
ad, if he or she is looking for something specific, brings 
out some real points of difference. 

In the first place, while the general purpose of these 
ads is the same—to sell goods—each one has a different 
effect on the day’s business. This is due to the kind of 
items featured in each. Ad No. 1 emphasizes hot 
weather goods and allied items; No. 2 features tools and 
allied items; No. 3 features variety in values, and No. 4 
features kitchen items. That is the merchandising side 
and while not apparent here, is the real basis of much 
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“Use Your Spare Time Usefully. These Good Tools 
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of the satisfactory volume resulting from the ad series. 
Now the technical or advertising side: Each of these 
ads has the proper amount of attention-power, interest- 





% gal., Qt., pt. and % pt. cans. 








power, action-power and selling-power, but in each ad pee ange reg White Mountain pony boinc 
one of these four elements stands out clearly. This is me Seneame Bactn. Lowe} Triple Action Iee $1.10 up 
shown in the captions under each ad, and the purpose here —, Cen Rene ay Recah ite. 
is to point the actual way each point affects the useful- ’ ; 

ness of the ads singly and as a series. In other words, 

each ad has a simple advertising lesson in it which is or 

can be the basis of valuable study for any hardware ——— eee 


merchant. For example, Ad No. 1 viewed as a whole, 
does what any ad does—advertise. But it does something 
else. It emphasizes a specific part of the store’s merchati- 
dise—electric fans—to help cool the house. And gas 
stoves that cook, but do not overheat the house in 
summer. 

Other seasonal items are featured, too, but fans and 
gas stoves give the ad the first element of sales power: 
This element is known as Attention. And so on through 
the four ads the other three elements are shown as 
“Interest,” “Action,” and “Quality.” 

An ad must first attract, then interest and then de- 
velop desire for the goods. These 
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Don’t Bake Yourself 
This Summer. 


Keep your kitchen cool, gct 





ordinary gasoline. 
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The Competition of Modern Business Discussed 
by Carolinas Convention 


REAT interest was manifested 

by the delegates and guests 

attending the twenty-sixth an- 
nual convention of The Hardware 
Association of the Carolinas, which 
met at Ocean Forest Hotel, Myrtle 
Beach, S. C., on June 10, 11 and 12. 
Members were attentive to the busi- 
ness and most of them remained 
throughout the entire sessions. 

On the evening of June 9, the an- 
nual meeting of the board of directors 
of the Hardware Mutual Fire Insur- 
ance Co. was held. The next morning 
the annual meeting of the executive 
committee was held at a_ breakfast 
session. After registration and dis- 
tribution of identification badges and 
similar activities the first general ses- 
sion was held, at which H. E. Wilson, 
president of the association presided. 
His address was given in the begin- 
ning of the session and contained 
many comments of value and interest 
to those in attendance. 

Arthur R. Craig, secretary-treas- 
urer, delivered his report and spoke 
of business conditions and the effect 
of competition upon the trend of com- 
mercial activities, commented upon re- 
cent legislation affecting associations 
and urged merchants to use expense, 
business and merchandise control, so 
that they would not be “groping in 
the dark.” 

In speaking of business conditions, 
he said, “The inevitable must come, 
and did come. The morning after al- 
ways follows, and now for the past 
six or eight months we have had much 
time to think over the wild orgy of 
the night before. Our thinking over 
the past, however, will be time wasted 


unless we learn valuable lessons from 
the experience.” He pointed out that 
competition for the hardware mer- 
chant was keener today than the trade 
has ever before known, as so many 
other types of business such as lumber 
dealers and mail-order houses were 
making a bid for some of the hard- 
ware business. Proper stock control is 
one means of fighting this competi- 
tion, he said. A warning was issued 
against check swindlers and members 
were urged to report any fraudulent 
practices that they may note or come 
in contact with, so that all members 
may be promptly warned. 

In referring to the Hardware Sur- 
vey, he said, “65 per cent of the deal- 
ers who sent in reports made a profit 
on sales in 1929, and that the per- 
centage of profit on sales in 1929 was 
slightly greater than in 1928. This 
should prove very interesting since 
most of the leading chain organiza- 
tions have smaller earnings per dollar 
of sales for 1929 than for 1928. 

Guests were then introduced, infor- 
mal talks were given by visitors and 
committees were announced together 
with other information. The after- 
noon session had for its theme “My 
Customers,” which was introduced by 
Mr. Craig. J. Norman Wills, Greens- 
boro, N. C., told who his customers 
were, how they were divided, where 
they get their money and how to de- 
termine their buying power. E. G. 
Kirtley, Spartanburg, S. C., told what 
influenced customers to buy, how 
changed living conditions influenced 
buying habits and what those buying 
habits are. L. J. Watford, Pageland, 


S. C., told what importance customers 


attach to quality, price and service and 
what customers think of the hardware 
store. A general discussion followed 
from the floor and Rivers A. Peter- 
son, editor, Hardware Retailer, sum- 
marized the session. 

In the evening the annual policy- 
holders meeting of the Hardware 
Mutual Fire Insurance Co. was held 
with reports from president, W. W. 
Watt, and secretary-treasurer, A. R. 
Craig, followed by a discussion of the 
reports. Joseph Norwood, president, 
Cotton States Mutual Insurance Co., 
spoke to the meeting on “A Compari- 
son of Fire Insurance Systems from 
the Ethical Viewpoint.” 

The Wednesday morning session of 
the association had as its theme “My 
Opportunities.” A. C. Foscue, Mays- 
ville, N. C., first vice-president of the 
organization, was the first speaker. He 
told what determines a merchandising 
opportunity and what a hardware dol- 
lar is. T. B. Dixson, Winston-Salem, 
N. C,, told how to study the farm 
market and get business from local 
industries, schools, hospitals and other 
institutions. Getting more business 
from present customers and finding 
and cultivating new customers was 
covered by J. M. Gregg, Wilmington, 
N. C., while W. L. McCord, Shelby, 
N. C., spoke of adding new lines and 
keeping stocks in harmony with cus- 
tomers’ needs and taxes. A general 
discussion followed, after which Mr. 
Peterson addressed the meeting on 
“My Opportunities,” using charts. 

In the afternoon a session based 
upon the theme “My Competition,” 
was held. J. M. Anderson, Columbia, 

(Continued on page 85) 
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Hardware Trade Informa- 
tion, edued by... .. 
Edward K. Denecke 








Box 


How many patterns of penknives should a hardware 
store stock ? 


Answer 12. One of the leading factors in the cutlery 
trade considered that thirty-six patterns will amply cover 
the average demand. Styles vary slightly, however, in 
different parts of the country. 






Question 13 

In using a local paper for advertising, 
how many items would you advertise at one 
time? ‘ 





Answer 13. This depends to a great ex- 
tent on whether you are using a daily or 
weekly paper. When advertising in a daily 7 
the tendency among leading retailers is to “ 
use medium size spaces devoted to a few 
carefully selected specials. Often several ads appear 
in the same issue. The theory is that people will 
not take the time today to read large compact ads 
with many articles featured. A weekly paper, how- 
ever, remains in the average home for several days 
and large ads featuring numerous items are read 
more thoroughly. 





Question 14 
We wish to construct some platforms for the dis- 


play of large stock. What size would you suggest 
making them? 


Answer 14. Platforms made to the same dimensions as 
your display tables can be readily moved around as the 
seasons change without throwing the store arrangement 
out of balance. 



















Question 15 
Do you think that the anti-chain movement will be a 
help to the independent hardware retailer ? 


Answer 15. The independent dealer will only profit 
from this movement if he is prepared to give the public 
service that compares favorably with his chain competi- 
tors. Customer loyalty today depends 
solely on the dealer rendering constant 
service. Competition will be just as keen 
without the chains as with them for the 
dealer who is not on his toes and alive to 
every change. 


Question 16 

What do you consider the best 
way to stimulate interest among 
my men in their work ? 


Answer 16. The store meeting, 
properly conducted, gives the 
finest results. Such meetings 
should be regular and the pro- 
gram so arranged that each and 
every one has a part. Have 
your men read the trade journals 
regularly; this will help select 
meeting subjects. 
Question 17 

What do you consider is the hardware man’s greatest 
problem today ? 


Answer 17. Problems are so numerous it is hard to 
pick the leading one readily. However, the keeping a 
stock of hardware up to date and yet free from articles 
of a fadish nature looks like the greatest problem. 





Readers may write Mr. Denecke regarding their business problems. All letters will be an- 


swered, those of general interest will be published. Address your inquiries to Hardware Age 


Question Box, 239 West 39th St., New York City. 
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“Over Fifty” Editorial Brings Response 


Among the letters commenting upon the recent 
article, “Over Fifty,” Are the Interesting Ones Below: 


From Tennessee 


NASHVILLE, TENN.—Your article in 
June 5 issue of HArpware AGE under 
caption “Trade Winds” — “Over 
Fifty’ reaches me so closely that I 
am writing to thank you for your de- 
fense of men over fifty who are de- 
nied the privilege of competing with 
men of thirty or less and even though 
with a record of character and ability 
and willingness to give efficient and 
profitable service, they are not con- 
sidered because of age limit restric- 
tions by so many large corporations 
and even smail concerns. I have a 
record here of service which I am glad 
to submit to any manufacturer, jobber 
or retailer of hardware who has need 
of buyer, seller or manager of hard- 
ware and household lines, but I have 
not been given consideration because 
of age limit and I am now out of em- 
ployment such as I would like to do 
from my experience and preference. 

This letter is not written for sym- 
pathy, but for fair play which you 
advocate and I have known many 
good men who were victims of cir- 
cumstances and who were much more 
competent and reliable than those who 
replaced them—younger men. For- 
tunately I am able to do other work 
and can earn a living outside of the 
hardware field, but I prefer hardware 
because I know it better and can give 
bank and hardware references enough 
to satisfy anyone as to my character, 
capacity, etc. I hope you have 
started something which will result in 
the repeal of the commercial law 
which makes it a crime to live beyond 
fifty. Competent men ask no favors 
and only same chance for service at 
fifty or sixty as at twenty or thirty. 
You should have the thanks of all 
men who have been up against age 
restrictions but who felt helpless to 
use that reason for fear of being 
termed failures because they were not 
financially independent at fifty. 


From Canada 


MontreaL, CANADA—Your article 
“Over Fifty” is very interesting. The 
theme is dealt with at greater or less 
length in almost every newspaper and 
magazine at regular intervals, but un- 
less some action is taken by those who 
will one day reach the deadline at age 
50—one might reasonably state a 


lower age, say 45—the value of these 
articles is lost, as there are so many 
new subjects brought up daily which 
divert the attention. 

The average worker never receives 
a wage which, even if he were con- 
tinuously employed, permits of his 
adequately providing against the time 
which follows the closing of the doors 
of industry against him because of his 
age, and consequently when that time 
arrives he must subsist as best he may, 
if indeed he elects to “lag superfluous 
on the stage”; and some do not so 
elect, but make an inglorious exit by 
their own hand. 

It has been estimated that 53 per 
cent of the people in the United States 
receive less than $25 per week and 
another fairly large percentage are 
in the class between $25 and $35. At 
the present time, as in the pre- 
Christian era, labor is a commodity 
and its value is governed by supply 
and demand, like that of other com- 
modities, and the man with the money 
has the whip hand, as the increasing 
cry of the others is “Give us work or 
we perish,” “Give us bread or we die.” 

The. advantage of the protection 
given by tariff walls goes principally 
to the employer of labor and always 
will so long as labor is put on no 
higher plane than that of a commodity. 
There are, of course, some _profit- 
sharing plans in existence, and group 
life insurance benefits provided wholly 
or in part by some employers, but 
they do not prevent employers from 
firing the aged employee whose labor 
over a long period has enabled the 
employer to add considerably to his 
original capital. The share of the 
profits divided among the workers is 
usually an insignificant part of the 
total. “For ways that are dark and 
tricks that are vain, the heathen 
Chinee is peculiar,” but he has no 
chance whatever against the wide- 
awake, alert United States financier 
in the preparation of a profit and loss 
statement. You will hardly read a 
financial magazine without coming 
across the term “hidden assets” men- 
tioned with approval by the writer 
reviewing the operations of some 
business concern. From the point of 
view of the shareholders it may be a 
very good thing to have “hidden as- 
sets,” but what about the worker who 
has helped in the accumulation of 


these hidden assets. Were they in- 
cluded in the picture when the profits 
were computed ? 

I believe that some 2 per cent of 
the people of the United States possess 
about 84 per cent of the total wealth. 
The remedy for such a scandalous 
state of affairs may not be easy to 
find, but the problem is not insoluble. 

—JoHN Goon. 


From Porto Rico 


Ponce, Porto Rico—Your article 
“Over Fifty” has struck a point in 
my case. I was struck out from the 
ministry, being considered old, when 
I was less than 40, after a hard horse- 
back-riding ministry of fifteen years. 

I went into business, as I had a 
family to support and nothing to live 
on. I paid for a course in salesman- 
ship and sold more than $13,000 worth 
of books in less than two years. Some 
young men from the seminaries were 
taken in my place, and I had the sad 
experience of seeing them go into 
temptations that were a disgrace to 
their families. 

My experience is that the usual 
young man is ruthless in regard to 
credits and too sanguine in expecta- 
tions of sales, sometimes not regard- 
ing the first cost of the article. I am 
selling hardware and have a hard 
time to collect money from young 
men who are ready to take orders and 
not pay for them after. 

It seems to me that the man who 
remains in business after 45 mostly 
stands on character and that if sound 
business policies are to be carried on 
they will have to be upheld by men of 
character, which is not acquired in 
the first years of an inexperienced 
life. 

I wish to congratulate you for the 
good article you have written, as it 
throws a great deal of light on some 
of our present business policies. You 
will find that this is one of the great-_ 
est evils to contend with, as it throws 
the responsibility of the hard work 
upon future generations, leaving this 
generation to make the present a utili- 
tarian age where the only point is to 
become rich as soon as possible re- 
gardless of the results, leaving the 
next generation to take care of work 
which is not planned nor thought 
out with due care. 

—Josét SANTANA VAZQUEZ. 
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ISSUE 69th EDITION OF 
CUSTOM HOUSE GUIDE 


The 69th edition of the Cus- 
tom House Guide has been pub- 
lished by the Custom House 
Guide, Custom House, New 
York City. It the 
complete new tariff act, together 
with a copyrighted special in- 
dex of over 20,000 articles, al- 
phabetically arranged and com- 
piled by customs experts. Para- 
graph numbers and duty rates 
are shown in this book and will 
be valuable in locating commo- 
dities under the new act. 

A. G. McCourt, who edited 
this guide, has served 25 years 
as acting deputy collector of 
the U. S. Customs. John F. 
Budd, authority on commercial 
relations and publisher of tech- 
nical customs books, assisted in 
the publication of the book, 
which also includes port facili- 
ties information, customs regu- 
lations in different ports and a 
classified business directory of 
warehousemen, brokers, export- 
ers, importers, banks, agents, 
railroads and steamship lines, 
étc. 

This edition contains 
pages and sells for $5 


contains 


1325 





Ten Copies Norvell’s Books 
Wanted—Reader Will 
Pay $1.50 Each 


A reader requires. ten 
copies of the book “Forty 
Years of Hardware,” writ- 
ten by Saunders Norvell and 
published a few years ago 
by Harpware AcE. He will 
pay $1.50 each for these ten 
copies. Due to the popular- 
ity of the book, the publish- 
ers have sold all available 
copies, and so make this ap- 
peal for any extra copies 
which its readers may be 
willing to return for the 
payment indicated. Checks 
will be sent immediately. 

Send books to 
HarpwaAreE AGE_ EpITorRIAL 

DEPARTMENT 
239 W. 39th St., New York 





City. 











Tariff Rates Increased on Cutlery, Firearms, Ammunition, 


Fishing Tackle, Roller Skates and Sporting Goods 


Hardware Section of Hawley-Smoot Tariff Act Remains Virtually as lt Was 
Finally Adopted in Conference—Cheaper Grades of 
Goods in Particular Affected 


(Washington Bureau of Harvware AGE) 


The hardware section of the 
Hawley-Smoot tariff act _re- 
mains virtually the same as it 
was finally adopted in confer- 
ence. One of thé chief revi- 
sions in this section related to 
cutlery, higher duties being 
given to some lines. This was 
especially true of the cheaper 
ware and was intended to pro- 
tect the domestic market against 
imports produced at low costs 
and sold in this country at 
prices which the domestic mak- 
ers could not meet. There were 
also some rather important 
changes in rates of duty on 
firearms. Shotguns, rifles and 
combination shotguns and ri- 
fles, valued at $25 to $50, were 
made dutiable at $10 each and 
45 per cent. When valued at 
more than $50, they were made 
dutiable at $20 each and 45 per 
cent. Pistols and revolvers, 
valued at more than $4 each, 
were made dutiable at $2 each; 
valued at more than $4 but not 
more than $8 each, $3.50 each; 
parts and fittings, 50 per cent. 
In addition to the foregoing, a 
rate of 55 per cent was added. 
Revolvers were named specifi- 
cally, while under the Fordney- 
McCumber act they were not 
so mentioned, with the result 
that they were classified as side- 
arms and given a duty equiva- 
lent almost to 100 per cent. 


Duties ranging from 2c. to 
l6c. each were applied to hunt- 
ing knives. Empty percussion 
caps, cartridges and cartridge 
shells were made dutiable at 30 
per cent. _Muzzle-loading mus- 
kets, shotguns, rifles and parts 
were made free of duty as was 
gunpowder. 

Artificial flies, snelled hooks, 
leaders of casts, finished or un- 
finished, and fishing rods and 
reels, and parts were made du- 
tiable at 55 per cent. Fish hooks, 
artificial baits, and other fishing 
tackle and parts; fly books, fly 
boxes, fishing baskets or creels, 
finished or unfinished, not spe- 
cially provided for, except fish- 
ing lines, fishing nets and seines, 
were made dutiable at 45 per 
cent. Boxing gloves, baseballs, 
footballs, tennis balls, golf balls 
and all clubs, rackets, bats, golf 
tees and other equipment of the 
kind were made dutiable af 30 
per cent. Roller skates were 
made dutiable at 20 per cent. 

The tariff commission is to 
be reorganized under the new 
law. President Hoover is ex- 
pected to send nominations for 
the commission before he leaves 
next month on his western tour. 
It has not been indicated how 
many new members will be se- 
lected. Under the new 
law, the commission is to be 





tariff | 


bipartisan in character with six | 


members. President Hoover 
also has indicated he will use 
the flexible provision rather 
freely as a means of adjusting 
alleged inequities in the new 
tariff act. The new provision is 
expected to be more workable 
than the old provision. This is 
due to the fact that the practice 
of making investigations abroad, 
with all the time and delay they 
involved, will be done away 
with. Instead greater reliance 
in determining differences in 
costs in the United States will 
be placed on ship invoices of 
imports. 

Senator Borah, who was vig- 
orously opposed to the new tar- 
iff law, has already sought to 
apply the acid test to the new 
flexible provision. He _ intro- 
duced and had passed by the 
Senate a resolution calling upon 
the tariff commission to inves- 
tigate and report to the Sen- 
ate the differences in costs of 
numerous products, especially 
those used by the agricultural 
community. Among them are 
shovels, s pades, hoes, scoops, 
forks, rakes, scythes, sickles, 
grass hooks, corn knives, drain- 
age tools, bells, wire fencing, 
and wire netting. The last 
three items were included in 
an amendment offered by Sen- 
| ator Bingham, Republican, Con- 








necticut. 





PERFECTION STOVE CO. 
APPOINTS DISTRIBUTORS 


Perfection Stove Co., Inc., 
Cleveland, Ohio, has _ recently 
appointed the following dealers 
as distributors of Superfex Oil- 


Burning Refrigerators: Nich- 
ols-Chapman Hardware Co., 
Rutland, Vt.; H. C. Friesen 


Hardware Co., Fairbuy, Neb.; 


Hollingsworth- Young 


Rosenberg Co., Lexington, 
Neb.; Brinner Bros., Mason 
City, Ill.; Breeders & Farmers 
Supply Co., Omaha, Neb., and 
Vanderbilt & Yarnell, Knox- 
ville, Iowa. 


where central station electricity 
is not available. 
53 





Hard- 
ware Co., Bowling Green, Ky.; | 


This refrigerator | 
is for use in rural communities, | 


TAYLOR DIES AT 75; 
| INVENTED ROLLER SKATE 


J. H. Taylor, said to be the 
man who invented the roller 
| skate, died in Milford, Conn., 
June 15, at the age of 75. At 
| the age of 8 he made a pair of 
skates of wooden blocks. He 
| took out a patent, but gave it 


away to a friend, who is said to 
i have perfected it at a later.time. 
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R. S. Hatch Elected President of the 


Rochester 


Can Co. 


Succeeds M. E. Gray, Who Becomes Chairman— 
William Easton Is Vice-President and Secretary 


Rodney S. Hatch has been 
elected president of the Roch- 
ester Can Co., 109 Hague St., 
Rochester, N. Y. He succeeds 
Malcolm E. Gray, who, due to 
ill health, resigned and becomes | 
chairman of the board. Mr. 
Hatch is also treasurer of the 
company. Other officers are: 





JAMES F. WALLACE | 
William Easton, vice-president | 
and secretary; Wilbert J. Sy- | 
mons, assistant secretary and as- | 
sistant treasurer; James F. | 
Wallace, sales manager, and | 
Oliver F. Crothers, advertising | 
manager. 

Mr. Gray was born in 1867 | 
in Canada, but moved, at the | 
age of 7, to Nebraska, where | 
he herded sheep until he was 
13. He then went to work in 
a tin shop in Kalamazoo, Mich., 
and then back to Canada to be 
a tinsmith, and later operated a 
hardware store in Orangeville, 
Ont. Twenty-eight years ago 
he went to Rochester and found- 
ed the Atlantic Stamping Co. 
In 1908 he sold his business 
and founded the Rochester Can 
Co., employing six men. In 
Rochester he has been active in 
philanthropic work and is inter- 
ested in affairs in the city. 

The concern now employs 200 
men and works on a five-day 
week plan, which was in opera- 
tion prior to its use in the Ford 
organization. More than 500 
types of metal items are made 
by the company, and its line is 
one of the widest in the coun- 
try. Trench helmets and other 
metal material for the army 
were manufactured by the com- 
pany during the World War. 

Mr. Hatch, who is a son-in- 
law of Mr. Gray, started in the 
shipping room of the concern 








and worked his way up to his 


RODNEY S. HATCH 


present positions. Mr. Easton, 
vice-president and secretary, is 
also a son-in-law of Mr. Gray, 


a" 


OLIVER F. CROTHERS 
and has been with the organiza- 
tion for four years. Mr. Sy- 
mons and Mr. Wallace were at 
one time with the Certo Cor- 
poration as advertising mana- 
ger and assistant manager re- 
spectively. 


CLOCK ASSOCIATION MEN 
HOLD ANNUAL MEETING 


The annual meeting of the 
Clock Manufacturers Associa- 
tion of American was held on 
June 12 and 13, at Farmington 
Country Club, Farmington, 
Conn. The first day a luncheon 
was held, after which members 
joined in a golf tournament. 
In the evening the annual din- 
ner was held at which Edward 
Stevens, New Haven Clock Co., 
New Haven, Conn., presented 
his report as president of the 
association. 








Friday morning the business 
meeting was conducted by Mr. 
Ingram. Officers and commit- 
tees gave their reports. Officers 
were elected for the coming 
year as follows: Edw. Ingra- 
ham, E. Ingraham Co., Bristol, 
Conn., president; Walter Her- 
schede, Herschede Hall Clock 
Co., Cincinnati, Ohio, vice- 
president, and W. S. Hays, Phil- 
adelphia, Pa., secretary-treas- 
urer. : 


AMERICAN CHINAWARE 
CORPORATION FORMED 


Recently the American China- 
ware Corp., Sebring, Ohio, was 
formed by the consolidation of 
nine potteries and one enamel- 
ware plant. The plants united 
in this organization are: 
Knowles, Taylor & Knowles 
Co., East Liverpool, Ohio; 
Pope-Gosser China Co., Coshoc- 
ton, Ohio; French China Co., 
Sebring, Ohio; Saxon China 
Co., Sebring, Ohio; E. H. Se- 
bring China Co., Sebring, Ohio; 
Smith-Phillips China Co., East 
Liverpool, Ohio; National China 
Co., Salinevilee, Ohio; Carroll 
ton Pottery Co., Carrollton, 
Ohio. Officers of the new com- 
pany are: E. McEwen, presi- 
dent and treasurer; Ray V. 
Cliff, vice-president and secre- 
tary, and J. A. Gould, assist- 
ant treasurer. 

The purpose of the merger 
was to reduce overhead ex- 
pense by unified management, 
reduce selling costs, by having 
one man cover a territory for 
the entire group instead of in- 
dividual companies each having 
a representative. By centering 
efforts on a few outstanding 
products and improving the 
different products, the company 
hopes to be in a strong position 
in the field. An art director of 
ability: and knowledge has been 
obtained to help in the produc- 
tion of a line of beauty and 
quality products. In the central- 
ization of the research work 
the concern is making improve- 
ments in production and manu- 
facturing methods, which would 
not be possible in a single unit 
plant. 

BRUSH-NU ASSETS SOLD 

TO FRED NEESEMANN 


Fred W. Neesemann and Ed- 
ward J. Neesemann, trading as 
Fred Neesemann & Co., have 
purchased the interest of My- 
ron W. Serby in the partner- 
ship formerly known as Brush- 
Nu. Co., Baltimore, Md. The 
Neesemann organization has as- 
sumed all liabilities of the part- 
nership, as of June 18, and will 
continue to operate-the business 
under the name of Brush-Nu 
Co. 








FIRE DESTROYS STOCK OF 
PLOMB TOOL MFG. CO. 


Recently fire damaged part 
of the stockroom, shipping and 
offices of the Plomb Tool Man- 
ufacturing Co., Los Angeles, 
Cal., doing damage estimated 
at $50,000. No records were 
destroyed and only part of the 
stock and office equipment and 
fixtures were damaged. The 
delay suffered by the organiza- 
tion was of about one week’s 
duration. 

Immediately after the blaze 
a building was leased across the 
street to use for office quarters 
and shipping department work. 
The production departments are 
now in operation and have been 
working full time ever since. 


MILLER REPRESENTS 
ROBESON-ROCHESTER 


Robeson-Rochester Corp.. 
Rochester, N. Y., has appointed 
P. B. Miller as sales repre- 
sentative for California. His 
headquarters are in 2157 Sac- 
ramento St., Los Angeles, 
Cal., with the Robeson-Shur 
Edge Sales Co. He was Pa- 
cific Coast representative of 
Simplex Electric Heating Co. 
for five years, and is thorough- 
ly familiar with the trade in 
that section. 


W. H. BRISTOL PASSES 


William Henry Bristol, in- 
ventor of the Bristolphone and 
numerous recording instruments, 
died June 12 in New Haven, 
Conn., at the age of seventy, 
after an illness of several 
months. In 1899 he formed the 
Bristol Co., Waterbury, Conn., 
of which organization he was 
president at the time of his 
death. The company was 
formed for the manufacturing 
and marketing of his inven- 
tions. se 

In 1915 he invented the 
Bristolphone, for synchronizing 
sound and action in motion pic- 
tures. Other inventions included 
instruments for measuring pres- 
sure, speed, temperature, elec- 
tricity and time. He was a 
member of the American So- 
ciety of Mechanical Engineers, 
Society of Electro-Chemical 
Engineers, Society of Motion 
Picture Engineers and a fel- 
low of the American 'Associa- 
tion for the Advancement of 
Science. 

J. C. MYERS AND FAMILY 
TO TAKE EUROPEAN TRIP 


J. C. Myers, vice-president, 
F. E. Myers & Bros. Co., Ash- 
land, Ohio, manufacturer of 
pumps, will soon leave for a 
trip to Europe with his family. 
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WESTINGHOUSE CREATES 
EXECUTIVE POSITIONS 


C. E. Stephens, N. G. Sym- 
onds and W. R. Marshall have 
been named commercial vice- 
presidents of the Westinghouse 
Electric & Mfg. Co., East Pitts- 
burgh, Pa., according to an an- 
nouncement of F. A. Merrick, 
president of the organization. 


This is an office newly created | 


by the Westinghouse board of 
directors. 

Mr. Stephens will be in 
charge of the Atlantic division, 
Mr. Symonds the central divi- 
sion, and Mr. Marshall the 
Pacific division. Each has been 


district manager and will retain | 
the duties of that position in| 


addition to those of the new 
office. They will report to W. 
S. Rugg, 
charge of sales and engineering. 





T. D. McCLOSKEY HEADS 


STAINLESS STEEL CO. 


T. D. McCloskey has been 
elected president, American 
Stainless Steel Co., Pittsburgh, 
Pa., succeeding A. E. Starbuck, 
who died recently. J. C. C. 
Holding, general manager of 
the organization since 1926, has 
been elected vice-president and 
will continue to be active di- 
rector of the affairs of the 
company. 

Mr. Holding had been with 
the Carnegie Steel Co., Pitts- 
burgh, Pa., 20 years, most of 
that time in the general sales 
department. Later he went 
with the former Midvale Steel 
& Ordnance Co., serving for 
a number of. years as manager 
of the railroad and structural 
‘divisions of the general sales 
department. 


HACK SAW BLADE 
BULLETIN ISSUED 


It has been announced by the 
Division of Simplified Practice 
of the Bureau of Standards, De- 
partment of Commerce, that the 
revised Simplified Practice Rec- 
ommendation No. 90—Hack- 
Saw Blades is now in printed 
form. 

An examination of the book- 
let, copies of which may be 
obtained from the Superinten- 
dent of Documents, Govern- 
ment Printing Office, Washing- 
ton, D. C., for 10 cents each, 
discloses that, while no changes 
were made in Table 1—Tung- 
sten and Carbon Blades (all 
hard and flexible, as originally 
adopted, Table 2—Tungsten 
and Carbon Blades, covering 


Power Hack-Saw Blades (all 
hard) was modified by the elim- 
ination of four sizes and the 
addition of five sizes. 


vice-president in | 


The successful operation of 
the Tungsten and Carbon Blade 
program in the past prompted 
the standing committee at the 
revision meeting to enlarge the 
scope of the recommendation so 
as to include two table for sizes 
for high speed blades. 





GEORGE WATSON LEAVES 
WICKWIRE- SPENCER 


George Watson has resigned 
as sales manager of the Wick- 
wire Spencer Steel Co. to be- 
come general sales manager, in 
charge of sales and publicity, 














GEORGE WATSON 


Welding Engineering & Re- 
search Corp., New York City. 
After graduation from college 
he joined the Spencer Wire Co. 
and worked in the mills three 
years, after which he was trans- 
ferred to the selling depart- 
ment. Later he was placed in 
charge of wire sales. 

When the organization be- 
came a part of the Wickwire 
Spencer Steel Co., New York 
City, in 1919, Mr. Watson was 
made assistant sales manager 
and later sales manager. 


HENRY TSCHERNING DIES 


Henry Tscherning, chief en- 
gineer, Arcade Mfg. Co., Free- 
port, Ill., died of a heart at- 
tack on June 8, aged 69 years. 
He had been with the company 
since 1896. 


BERMAN & BLEIER OPEN 
DISTRIBUTION HOUSE 


Berman & Bleier have opened 
a wholesale hardware and 
housefurnishings distribution 
business at 79 Mercer St., New 
York City. Jacob Bleier was 
formerly with Lalance & Gros- 
jean, New York City, and Sam- 
uel Berman was formerly with 
the National Woodenware Co., 


LAWN MOWER SALES 
AGENT 


Edgar Lorenzo Brewer cele- 
brated his 100th birthday on 
June 17 at his home in Hereka- 
num, Conn. He has been prom- 
inently identified with 
mower sales and was one of 
the founders of Sawyer & 
Brewer, in 1868, for the sale 
of hand lawn mowers, which 
had just been invented by 
Amariah M. Hills. Three years 
later the Hills Archimedean 
Lawn Mower Co. was formed, 
with Mr. Brewer as _ general 
sales agent. He became head 
of the corporation the 


lawn 


next 
year. 

The first lawn mower used 
on the grounds of the Canadian 
capitol, Ottawa, Canada, was 
demonstrated by Mr. Brewer, 
and the demonstration brought 
him many orders. Scythes had 
been the previous method of 
cutting the lawn. 

Long age runs in the family 
of which he was born. His 
mother lived to be 86 years, and 
his father died at the age of 89. 





NINE P. C. OF CHAINS 
OPERATE 85 P. C. 
OF STORES 


(Washington Bureau of 
HARDWARE AGE) 


Lumping “hardware, lumber 
and implements” together, the 
Federal Trade Commission re- 
ports that up to May 24 it had 
received returns from 33 chains 


of this kind, operating 265 
stores, in cunnection with its 
chain store inquiry. A total of 


1060 chain store organizations 
had returned schedule. They 
operated 56,674 The 
schedules returned include prac- 
tically all of the large systems. 
Nine-one of these chains oper- 
ated 50 or more stores each, 
while the remaining 969 or- 
ganizations each had less than 
50 stores. The total number 
of stores operated by the for- 
mer group aggregated 48,695 es- 
tablishments and the total num- 
ber operated by the remaining 
chains was only 7979 stores. 

It will be seen that less than 
9 per cent of the total number 
of reporting chains operated 
more than 85 per cent of the 
stores, while upwards of 90 per 
cent of the reporting chains op- 
erated less than 15 per cent of 
the stores. 


stores. 





New York City. 


BREWER IS 100; PIONEER | HOOVER JOINS WAGNER 


| PHILADELPHIA OFFICE 


| Wagner Electric Corp., St. 
| Louis, Mo., has announced that 
Herbert Hoover has joined its 
branch office in Philadelphia, 
Pa., to contact the States of 
Virginia and North Carolina 
for the Wagner organization. 
Upon leaving college he joined 
the United States Army in 1917. 
In 1919 he joined the Empire 
District Electric Co., Joplin, 
Mo., to supervise operation of 
the overhead transmission dis- 
tribution system in the lead and 
zinc fields of Oklahoma, Kan- 
sas and Missouri. 

Mr. Hoover rejoined the 
army in 1920 as a member of 
the Dawes Commission. Part 
of the period until 1923 he spent 
with the Engineering Topogra- 
phy Division in Panama, and 
later became general distribu- 
tion engineer for Potomac Elec- 
tric Power Co. He left the Po- 
tomac organization to go with 
the Wagner concern. 





LIONEL CORP. ISSUES 
NEW BOYS MAGAZINE 


The first issue of the new 
publication, The Lional Maga- 
sine, has been published by The 
Lionel Corp. of New York. It 
is being published for the educa- 
tion, information and entertain- 
iment of boys of the country 
interested in model railroading. 
Members of the Lionel En- 
gineer’s Club, toy buyers, toys 
shops and toy distributors re- 
ceived copies of this premier 
issue, which had 16 pages, 
printed in black with four color 
covers. On the cover is a paint- 
ing by Howard Brubaker, well- 
known poster artist. 

It deals with actual railroad- 
ing conditions throughout the 
country, information on railroad 
operation and other stories of 
real interest to boys fond of 
railroading. Subscriptions will 
be accepted at 50c. a year, pub- 
lished every other month, but 
members of the Lionel Engi- 
|neer’s Club will receive free 
| copies. The Lionel Corp., 15 
East Twenty-sixth Street, New 
York City, will accept subscrip- 
tions. 


MERRITT L. WOLFE DIES 


Merritt L. Wolfe, secretary, 
active in the management of 
Berger Bros. Co., Philadelphia, 
Pa., died June 13, at his home, 
Haddon Heights, N. J., at the 
age of 42. He had been asso- 
ciated with Berger Bros. Co. 
for the past 20 years and be- 
came secretary of the company 
a little more than seven years 





ago. 





—— 
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HERCULES POWDER CO. 
PROMOTES H. V. CHASE 


H. V. Chase has been ap- 
pointed assistant director of op- 
erations, explosives department, 
Hercules Powder Co., Inc., 
Wilmington, Del., according to 
an announcement of C. A. 
Bigelow, general manager of 
the department. For the past 
two years he has been super- 
intendent of the Kenvil, N. J., 
explosive plant, and previously 
had been superintendent of the 
Bessemer, Ala., and Bacchus, 
Utah, plants of the company. 
He will assist William C. Hunt 
in directing the operations of 
the eleven Hercules explosives 
plants in various parts of the 
country. 

W. S. Brimijoin succeeds Mr. 
Chase at Kenvil. Mr. Brimi- 
join was formerly superinten- 
dent of the Joplin, Mo., and 
Bessemer plants and was assis- 
tant at Kenvil since 1928. The 
Kenvil plant is the largest in 
point of capacity of the explo- 
sives plants of the Hercules 
Powder Co. 


—-— 


SUMNER CO., LIMITED, 
CELEBRATES 75TH YEAR 


Sumner Co., Limited, is cele- 
brating its 75th anniversary in 
business in Moncton, N. B., 
Canada. W. H. T. Sumner 
started the business as a gen- 
eral store in 1855 when the sec- 
tion was known as “The Bend.” 
His store specialized in hard- 
ware lines, and in addition he 
was active in railroad building 
on parts of the old European 
& North American and Inter- 
colonial Railways. In 1880 he 
moved to a larger store and dis- 
continued the general lines, re- 
taining a few heavy groceries 
and all kinds of hardware. In 
1885 his son, F. W. Sumner, 
joined as a partner, and the 
firm branched out into lumber- 
ing, shipping and shipbuilding 
in addition to its hardware busi- 
ness, changing the name _ to 
Sumner Co. 

In 1899, F. W. Sumner, who 
had been directing head of the 
concern, bought his father’s in- 
terests and assumed complete 
control until his death in 1919, 
when his son, F. R. Sumner, 
became head of the company. 
The founder died in 1909. 

The store was moved again 
in 1901 to much larger quar- 
ters, in a block built specially 
for the company. Plumbing, 
heating, gas-fitting and sheet 


metal work were added to the 
business 


in the three-story 





building with basement.. Ex- 
cept for the office, the entire 
ground floor is given over to 
retail trade in hardware, sport- 
ing goods, automobile accesso- 
ries, radio and paint lines. The 
second floor is given over to 
stoves, refrigerators, plumbing 
goods, bathroom fixtures, elec- 
trical appliances, the wholesale 
department and buyer’s offices. 
On the top floor are stockrooms. 

In 1915 a large cement ware- 
house was built, containing 15,- 
000 sq. ft. of space for oils, 
iron, plate glass and heavy 
hardware. When the wharf 
warehouse was destroyed by fire 
in 1916, a cement and brick 
building was planned for and 
built the following year. It 


is for storage of lime, cement,. 


pipe and similar merchandise 
and contains 20,000 sq. ft. in 
area. The organization became 
a limited company, with F. R. 
Sumner, president; R. P. Dick- 
son, vice-president and manag- 
ing director, and B. A. Taylor 
as sales manager. 





WAGNER APPOINTS PETTY 
PITTSBURGH SALES MGR. 


Wagner Electric Corp., St. 
Louis, Mo., has announced the 
appointment of H. W. Petty as 
branch sales manager for Pitts- 
burgh territory with offices in 
that city. Upon completion of 
his college course he joined the 
Wagner organization as a stu- 
dent engineer in 1924. From 
April, 1925, until the present he 
was a salesman in the Detroit 
territory for the company. 








J. Maurice Gaudry, foreign 
representative of Pike Mfg. 
Co., Pike, N. H., whose death 
was recorded in Hardware 
Age, June 19 on page 52. 





G. H. MILLER OPENS AS 
WESTERN SALES AGENTS 


The George H. Miller Co. 
was recently organized for the 
purpose of serving as western 
sales agents. 
at 509 Transportation Bldg., 
Los Angeles, Cal., where they 
have a fine display room for 
china glassware and aluminum 
lines. 

The company 
Empire China Co., Burbank, 
Gal; 41. C. ‘Fey. Glass Go, 
Rochester, Pa.; Betty Bright 
Aluminum = Co., Massillon, 
Ohio; American Bisque Co., 
Williamstown, W. Va.; A. J. 
Fondeville & Co., New York 
City, and other organizations. 


represents : 





Retail Grocers at Dayton Convention Adopt 
Resolutions Favoring Strong Stand 
Grocery Stores 


Against Chain 

Asking their officers to adopt 
a more aggressive attitude in 
combatting chain than 
they have shown in the past, 
members of the National As- 
sociation of Retail Grocers, 
meeting in annual convention 
at Dayton, Ohio, last week, 


stores 





went on record as favoring an | 


aggressive campaign 
chain grocery stores, which 
they regard as their chief com- 
petitors. 

The anti-chain __ resolution 
was adopted by the convention 
at a largely attended session 
on the third day of the meet- 
ing after a long and lively de- 
bate. Criticism had been lev- 
eled at officers of the national 
body for their failure to co- 
operate with W. K. Henderson, 
Shreveport, La., in his anti- 


against | 








chain campaign as fully as 
some of the members, particu- 
larly those from the Southern 
States, within the range of 
Henderson’s radio station, de- 
sired and considered advan- 


tageous. The adoption of the 
resolution indicated that the 
majority were in agreement 


with these Southern members. 
The convention also moved to 
sponsor a series of fifty-two 
radio programs to be broadcast 
over local stations by local as- 
sociations. 

Nearly twenty other resolu- 
tions adopted by the convention 
on the closing day covered a 
wide range of topics. One de- 
manded the passage of legisla- 
tion which would require can- 
ners and manufacturers to put 
their own names on_ goods 
packed under private labels. 





Headquarters are | 


ROBESON SHUR EDGE IS 
HEADED BY BINKLEY 


C. C. Binkley recently or- 
ganized the Robeson Shur Edge 
Sales Co.; Los Angeles, Cal., as 
distributor of Robeson Roches- 
ter Shur Edge cutlery in Cali- 
fornia. He was well known in 
the retail trade in southern 
California for 14 years, hav- 
ing been connected with the 
Moneta Hardware Co. Head- 
quarters in the office are at 2157 
Sacramento St., Los Angeles, 
Cal., where knives, cutlery and 
Sesamee combination padlocks 
are carried. 


HIMMELSTERN BROS. ARE 
IN LARGER QUARTERS 


Himmelstern Bros., 718 Mis- 
sion St., San Francisco, Cal., 
wholesale hardware distributors, 
have moved their business to the 
ground floor of the building 
which they have been in for the 
past twenty-five years. 

Julius and Leo Himmelstern 
have built a large business and 
are distributors for many or- 
ganizations. 


TRADE PICNIC JULY 10 
AT KANSAS CITY, MO. 


The annual picnic for the Re- 
tail & Wholesale Hardware 
Dealers of Greater Kansas City 
is to be held at Fairyland Park, 
Thursday afternoon, July 10. 

This picnic is sponsored by 
the Kansas City Hardware 
Club. The committee in charge 
has arranged a very interesting 
program. First there will be 
a rooster fight between the 
traveling salesmen which should 
prove interesting. Other inter- 
esting stunts on the program are 
as follows: husband calling con- 
test, shot put for the ladies, 
Tom Thumb Golf for the 
ladies, horse shoe pitching for 
the girls, dribbling contest for 
the girls, football contest for 
the boys, chicken contest for 
the boys, and lost treasure con- 
test for the children. There 
will be amateur entertainers. 

The tickets cost twenty cents 
each and will entitle the holder 
to all contests, free admittance 
to the park, free dancing, free 
ice cream and reduced fares on 
all concessions. 

This picnic has been held for 
a number of years and this year 
promises to be the best yet. 
John C. Long, H. C. Zener, Ir- 
vin Wymore and Frank H. 
Spink form the committee in 
charge of the program and ar- 
rangements. 

Officers of the club are Mr. 
Spink, president; Mr. Wymore, 
vice-president; Mr. Long, sec- 
retary, and A. F. Ellfeldt, treas- 





urer. 
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Wuy Davis JOINED 


THE Crepit Bureau. 


A Short Business Story Complete on 
This Page 


he acknowledged it later. Business had been re- 

tarded by a cold, rainy week just at a time when 
early summer goods should have been selling at their 
best. He wasn’t interested in credits at that time. He 
wanted to sell—to see those goods moved out of the 
store before the season was too far advanced. 

And so when John Healey dropped in to talk over the 
formation of a local credit bureau Charley did not take 
kindly to the suggestion. “Go ahead and organize your 
fool bureau if you want to,” he snorted, “but count me 
out.” I can run my own business. Do you think I’m 
going to tell all the merchants in town who pays and 
who don’t pay? Let them look out for themselves same 
as I do. If they get stung, it’s their business, not mine. 
I’ve got enough to do to look out for myself. No 
offense to you, John, but a lot of those fellows wouldn’t 
ask for anything better than a chance to steer us away 
from some good account by turning in a false credit 
report. I’m all fed up on this local cooperation stuff.” 

That afternoon Clem Harkness, sum total of the 
Harkness Construction Co., came into the store and 
bought a couple of jack screws, paying cash for them. 
Clem was more or less of a newcomer in Madison. He 
had arrived rather ostentatiously about the first of the 
year and had erected a sizable group of houses to sell 
on the installment plan. His breezy personality and his 
talks of big propositions had made an immediate impres- 
sion on Madison business men. Nobody questioned the 
source of the.money which went into his building en- 
terprises, and there had been considerable rivalry as to 
who would get his hardware orders. So far the Davis 
store had been on the outside, looking in. To be sure, 
Harkness had bought a few items on a cash basis, but 
he had shown no disposition to place any large orders. 

That afternoon, however, he seemed disposed to be 
rather friendly. “I haven’t been giving you much of 
my business, Davis,” he said, “but I think I'll try you 
out. You seem to have a good stock and your prices 
are right. If you want to open an account, I’ll have my 
foreman send you the order for those houses I’m build- 
ing on Jefferson Street.”’ 

“That’s mighty nice of you, Mr. Harkness,” said 
Charley cordially. “Miss Judson, open an account in the 


CY te aan DAVIS was grouchy that morning; 


name of the Harkness Construction Co. We'll see that 
your orders receive the best possible attention,” he said 
as he followed Harkness to the door. 

The order came in the very next day and was delivered 
promptly. Several other orders were likewise filled 
during the next few weeks. The Harkness payment was 


* among the first to arrive when the July bills were sent 


out and Charley was frankly jubilant. “Just what we 
needed to make up for early spring losses,’ he mused 
as he glanced at the check. 

A few days later Harkness dropped in again. “We're 
going to build a hotel over at Clearwater,” he announced 
breezily, “and we'll need a lot of stuff. How would you 
like to handle it for us, Davis?’ “Fine,” said Charley, 
“send in your orders, we'll fill them.” 

Harkness took him at his word. During the next 
few weeks orders came in frequently and were delivered 
on schedule. Although the Harkness payment didn’t 
appear so promptly when the next monthly statements 
were rendered, Charley was not worried. He even ac- 
commodated Harkness by cashing a check for $100 one 
afternoon after the bank had closed. “The bookkeeper 
is mailing your regular check this Monday,” the contrac- 
tor had said as he pocketed the cash. 

The first of the following week John Healey met him 
as he was starting for lunch. “Hello, Charley,” he said, 
“heard the news about Harkness? He’s skipped, bag and 
baggage. I understand he had a lot of goods shipped to 
Clearwater and sold them to a second-hand store. Got 
one bank for $10,000. It’s a good thing we had a line 
on him in the credit bureau; none of us lost a cent. 
Didn’t sting you, did he, Charley?” 

The face of Charley Davis turned a sickly yellow hue. 
“Well, I did let him have a few items,” he stammered ; 
“not much.” Mentally he was racking his brain for the 
amount involved. “At least a thousand dollars”—and 
he needed that thousand badly. “I guess I won’t go over 
to lunch yet,” he added slowly. “There’s something | 
forgot at the store. By the way, John, send me an 
application blank for that credit bureau. I’ve changed 
my mind; it looks like a good thing.” 

Moodily he walked back to the store and into the 
office. On his desk was a hundred dollar check stamped 
with these words—“No funds.” 
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Rixson 
Bronze Thresholds 


Extruded architec- 
tural bronze _ thresh- 
olds have been added 
to the line manufac- 
tured by The Oscar 
C. Rixson Co., 4450 
Carroll Ave., Chicago, 
Ill., and are specially 
adapted for use with 








f+ No 500.4%" ——_—+ 





Rixson floor checks, © 


but may be used without checks. Stock lengths up to 15 ft. are 
carried in three sizes; No. 500, 434 in. wide concrete anchors, 
or screws with screw holes properly drilled and countersunk, 
wire brush finish. No. 600 and No. 700 are 534 and 634 in. re- 
spectively, with same features as No. 500 and a center support 
bar in addition. 





Kitchenkook 
Gas Ranges 


American Gas Machine 
Co., Inc., Albert Lea, 
Minn., offers anew lineof _ 
Kitchenkook Gas Ranges, “® 
supplementing its line of | 
gasoline pressure stoves 
and ranges. Ranges are 
available in seven mod- 
els, one of which is 
equipped with three cook- 
ing burners and _ high 
oven, but no broilers, the 
feature of the range be- 
ing its compactness and | 
graceful lines. The other f 
six models are standard 
type four-burner models with high oven and broiler. 









Pflueger Minnow and Shrimp Baits 


The Enterprise Mfg. Co., Akron, Ohio, offers the Pflueger 
Livewire Minnow and Pflueger Hoptoit Shrimp baits. Shrimp 
is made of soft, tough rubber, available in natural blend as well 
as white body with silver spark, decorations and red head. Min- 





now is celluloid, offered in natural perch shade and in green gar, 
both in scale finishes and in white body with gold sparks and 
red head. Minnow is offered to sell at a suggested retail price 





of $1.25 with bright tin-plated treble hooks, size 1/10, weight 
1 oz. and length 5 in. Shrimp is offered to sell at a suggested 


retail price of 85c., mounted with extra strong bright tin-plated 
treble hook, size 1/0, length, 3 in. 








Clarostat Soldering Iron Control 


Clarostat Manufac- 
turing Co., Inc., 285 
N. 6th St., Brooklyn, 
N. Y., makes this 
Clarostat Soldering 
Iron Control, in the 
form of a metal box 
with front panel, 
carrying pilot light, 
soldering iron plug re- 
ceptacle, heat control 
knob and three posi- 
tion snap switch, and 
is provided with 
knockouts to take BX 
or conduit wiring, as 
well as ample ventila- 
tion to dissipate heat 
generated in the ad- 
justable resistance unit. With use of device, tip of iron re- 
mains clean and life of average iron is said to be extended at 
least three times. The suggested selling price is $15.00 each, 
and the dealers’ discount is 35 per cent. 








Hertzberg 
Combination Mop 


H. Hertzberg & Son, 41 
E. 11th St., New York City, 
offers the trade a new com- 
bination mop, known as the 
No. 1529. It has _ inter- 
changeable head and is of 
the flat type. It is equipped 
for dry dusting, wet mopp- 
ing and floor scrubbing, and 
is cleaned by use of twist- 


wring feature. Head may 
be removed for laundering 
or replacement. Price to 


dealers is $9.20 a dozen, and 
the suggested retail price is 
$1.50 each. 





Delta Buddy Flashlight Lantern 

Delta Electric Company, Marion, Ind., offers the Buddy Flash- 
light Lantern, equipped with focus lock, automotive type switch, 
two bale handles, one for the side and one for the back, case 
hinge for access to bat- 
teries, bulb and reflector. 
It may be carried on belt 
and will throw light beam 
as far as 600 ft. Case is 
brilliant red enamel, bulb 
is Mazda type, with a 
silver-plated reflector and 
positive contacts. Power 
is supplied by use of two 
1%-in. flashlight cells. 
Lantern measures 334 in. 
in height, weighs 15% oz. 
with batteries installed. 
Packed in cases of 72, 
weight 52 Ib. Suggested 
retail selling price $1.50. Discounts to dealers 50 per cent in 
dozens and 33% per cent for smaller quantities. 
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THE ONLY SHOT THAT COUNTS !S THE SHOT THAT HITS 








Local advertising 


that pays 


Tue advertisement on the right 
appeared in the Tampa Morning Tribune 
on Sunday, March 30. It was prepared 
by Mr. James E. Wall, Jr., Advertising 
Manager of Knight and Wall Company. 
This advertisement received favorable 
comment at a meeting of the Ad Club of 
Tampa, but what is more to the point, it 
brought results to Knight and Wall, and 
indirectly to us. It sold Remington 


Pocket Knives. 


Good advertising will pay any hard- 
ware jobber and retailer. It pays best 
when the local advertising is backed up 
by the manufacturer’s national advertis- 
ing. Remington Pocket Knives are the 


most widely advertised in the world. The 











iO AR EI 





t © Wall Ce 


HARDWARE DEPARTMENT 





Tampa and Lafayette Sts. Phone 2631 


Tune in on WDAE at 9:15 every morning for Knight & Wall Company program. We guarantee a parking 
space. 


SE HABLA ESPANOL 


Here Is Your Knife 








In this case is the knife like you loaned Little Fred or Aunt Emma? In fact if all 
pocket knives, that were borrowed, were returned they would stretch from here to 
yonder. A Remington knife you will keep as you do your Remington gun, made of 
finest steel by the ieaen manufacturers of pocket knives in the world. 


SEE THIS REMINGTON CASE AT YOUR LOCAL DEALER AND SELECT 
THE KNIFE TO SUIT YOUR PRICE AND FIT YOUR POCKET 


Highlan moe Seder Co. . Sebring 
Cdn sees 





Seed & Haw. Co., 2203 7th 
Ave, Tampa 
New Enterprise Hdw. Co. 4006 Neb. 
A 





javen © Giddens Hdw. Co, 2130 Main St 
Benito Blanco, 124 7th A 


























people in your town know about them. 


All they.need is a reminder that you carry 


President 


them. 


REMINGTON ARMS COMPANY, Inc. 


' Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Digby 0766 


Manufacturers of Arms, Ammunition, Cutlery, and Cash Registers 


© 1930, R. A. Co. 
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Locko Combination Padlock 


Williams Lock & Mfg. 
Co., 425 Farwell Bldg., De- 
troit, Mich., offers the Locko 
safe combination padlock, 
equipped with four silent 
tumblers, 1%4-in. case-hard- 
ened shackles, locked at both 
ends, and a clear vision dial. 
It is made of cold-rolled 
steel and is udylited and 
rustproof. Lock measures 
1% by 2% in. Duplicate 
combinations are not sup- 
plied unless specifically or- 
dered, and combination of 
lock is indicated on brass 
tag supplied with each lock. 
Suggested retail price is 
$1.00, and dealers’ discounts 
on less than carton is 30 per 
cent, carton lots of 120 have 
a discount of 35 per cent, 
and standard cases of 120, weighing 50 Ib. when shipped, 
have a discount of 40 per cent. 





Blue Diamond High Speed Drill 


Whitman & Barnes, Inc., Detroit, Mich., offers the 
new Blue Diamond High Speed Drills, which may be 
used on steel forgings, cast iron, cold rolled steel, brass, 
bronze, aluminum and alloyed metals. Special heat 
treatment gives this drill its speed and strength. Drills 
are available in jobbers’ sizes 1/16 to %4 in. by 64ths, 
and wire sizes ‘No. 1 to 55. Prices and discounts are the 
same on these high speed jobbers and wire gage drills 
as on regular type drills of the same type. 





Cadillac Model Automobile 


The Toledo Metal Wheel Co., Toledo, Ohio, is offering No. 
653-P Cadillac automobile in choice of many attractive colors. 
Equipment includes pneumatic tires (25 Ib. pressure), ball- 





bearing heavy wire spoke tires, running board spotlight, extra 
wheels, French horn, all-steel chassis and easy riding cantilever 
springs. It is part of the Blue Streak line and is offered to 
dealers for $45.65. Retail price varies with different localities. 





Washington Kitchenette 


Gray & Dudley Co., Nash- 
ville, Tenn., offers the Wash- 
ington Kitchenette, a portable 
electric oven, weighing 35 Ib., 
measuring on the inside 12 by 
12 in. and 16 in. from front to 
back. It is mounted on, four 
attractive cast-iron legs, permit- 
ting its use on stove, table or 
buffet. Current may be taken 











from any light socket, and oven does not need to be preheated 
for use. Available in full enamel finish, ivory with green trim, 
de luxe finish and plain finish with nickel-plated legs, frame 
and door knob. Suggested selling prices on this kitchen oven 
are $24.75, plain finish; de luxe finish, $29.75, and full enamel 
finish, $34.75. 


Voss E-54 Washing Machine 


Voss Bros. Mfg. 
Co., Davenport, Iowa, 
offers the new model 
E-54 washing machine 
with patented floating 
agitator, designed to 
duplicate hand wash- 
ing action. It has 
porcelain enameled tub 
of large capacity, 
beauty of line and fin- 
ish. All movable parts 
are fully inclosed and 
running in oil. It is 
equipped with Zeppe- 
lin type wringer rolls 
and is available for 
either gasoline power 
or electric power, with 
self starting feature 
optional on gasoline 
model. Suggested re- 
tail selling price is 
$98.50 and cost to 
dealer is $73.87 net, in 
lots of one. Discounts 
are: 6 per cent on lots 
of three, 9 per cent on 
lots of six, 11 per cent 
on lots of ten, and 12 
per cent on lots of 
fifteen. 





Cooper Ice-O-Meter 


The Cooper Ice-O-Meter offered to the trade by The Cooper 
Oven Thermometer Co., 225 W. 34th St., New York City, is 
intended for use in either ice or automatic refrigerator. - Red 





mark indicates 50 degrees, the best temperature for preservation 
of fresh food. Thermometer holds its temperature reading after 
icebox door is open. Price to dealers is $8.00 per dozen, and 
suggested retail price is $1.25. 
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Actual size of the 6” Master Wheel 


An All Season P,ofi:-Maker 


HE OSBORN MASTER WHEEL is in demand every month in the year. There 

are hundreds of uses for this efficient wire wheel brush—a fact that makes 
it a steady sales-getter. Your annual profits on Master Wheel Brushes will 
be more than gratifying. § Osborn Master Wheels are made in sizes ranging 
from 4” to 15” in diameter. All sizes have a standard two-inch opening. 
Inexpensive Osborn Adapters snap into the standard opening making it 
possible to fit Master Wheels to any size shaft. § Here’s a real profit-maker for 
you. And it’s only one of many in the complete line of Osborn Brushes. 


THE OSBORN MANUFACTURING COMPANY 


INCORPORATED 
5401 HAMILTON AVENUE + CLEVELAND, OHIO 


Sales Branches: New York * Detroit - Chicago - San Francisco - Los Angeles 
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Remington Arms Window Trim 


Remington Arms Co., Inc., New York City, offers dealers 
this three-piece window display in colors. Middle panel 


shows duck hunters in a marsh and side pieces illustrate 





different ‘types of loads offered and the game for which 
they are best adapted. Display is available to dealers mak- 
ing -their request -prior to the fall hunting season. 





Westinghouse 
Headlight 
Bulbs 





The Westinghouse 
Lamp Co., 150 Broad- 
way, New York 
City, offers headlight 
bulbs of the Mazda 
type. No. 1000 is a 
32-32 cp., 6-8 volt 
double filament bulb, 
listing at 45c. No. 
1133 is a 32 c.p., 6-8 
volt single filament 


bulb and lists at 40c. 
The new bulb is not 
being sold in some 
States as they must 
first be officially ap- 
proved in 
States. 


those 




























Johnson Floor Display Stand 


Johnson Motor Co., Waukegan, IIl., furnishes its dealers carry- 
ing outboard motors this attractive floor display stand. It is 
lithographed in red, blue, green and white, and is made of 
twenty gage steel, of l-in. angle iron frame and stands 6 ft. in 


| USEFUL ACCESSORIES 
< Johnson {gap et BOATS 


: Lippe 


TOR Your 


So 


. 
Johnson 
Bap 
me es 





height, measuring 40 in. in width, exclusive of space taken by 
items such as steering wheel, motor, motor cover, etc. Display 
is given to dealers free of charge with orders for the accesso- 
ries and products shown on the rack. 


Eveready Tube Counter Cabinet 


National Carbon Co., Inc., New York City, offers this 
Eveready Raytheon tube counter cabinet free to dealers 
purchasing an assortment of fifty of the company’s 
four - pillar construction 
tubes. Display takes one 
square foot of counter 
space and is made of 29 
gage metal, finished in the 
same colors as the tube 
cartons. It will 
hold assort- 
ments of fifty 
tubes, including 
the 227,224, 
245,280 and 226 
types, which 
may be removed 
only from the 
rear. 


EVEREADY —~4 
RAYTHEON 


LLAR RADIC 








>. 
rd 





Wagner Electric Fan Display 


The 1930 electric fan window display offered 
by Wagner Electric Corp., St. Louis, Mo., con- 
sists of five cards designed for mounting on 
Wagner fans, enabling fans to oscillate while 
cards are on fan frames. Cards are colored in 
bright shades and are washable. Five cards in 
colors are also provided for use on easels, for 
counter display purposes. 
oa 
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Lifetime-Troublefree~Service! 


That’s what you deliver when you sell or install the R-W 


door hardware described on this page. 


These hangers and track are carefully engineered to insure 
that doors—the most important part of any building—will 


always give satisfactory service. 
















No. 721 hanger with No. 35 track. A 
flexible joint hanger with steel wheels 
and roller bearings. Both lateral and 
vertical adjustments are provided. The 
apron is hinged and adjustable to door 
thickness. 


Heavy 14 gauge steel is used for the self 
cleaning track. The new patented lock- 
joint center bracket and blind end 
bracket keep track in perfect alignment 
and clear at all times. Finished in baked 
black enamel or galvanized. 





























R-W No. 428 x 36 


* R-W No. 721 « 36 





No. 423 hanger with No. 36 track. This 
hangar is of the same high grade con- 
struction and embodies the same fea- 
tures as No. 721. It differs only in the 
method of vertical adjustment which is 
easily accessible and the hanger can be 
used with No. 35 track. 


The storm-proof track is 14 gauge—self 
cleaning type. A wide apron and blind 
ends insure against the ravages of 
weather and birds. Furnished in gal- 
vanized or baked enamel finish. 


Better dealers everywhere feature the R-W line of door hardware—the largest and most complete made. 


Send for complete catalogue 


Richards-Wilcox Mfg. Co. 








AURORA, ILLINOIS, U.S.A. 


“A HANGER FOR ANY DOOR THAT SLEDES” 


“Quality leaves Branches: New York Chicago Boston Philadelphia Cleveland Cincinnati 
its imprint” Indianapolis St.Louis New Orleans Des Moines Minneapolis Kansas City 1880/1930 

Los Angeles San Francisco Omaha Seattle Detroit Atlanta 

Richards-Wilcox Canadian Co., Ltd., London, Ont. Montreal Winnipeg 
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New York PAINT MATERIALS MARKET 


New York, June 24.—Substantial reductions in both dry 
and liquid shellac were announced a few days ago and the 
revised prices, on the lower basis, appear herewith. Minor 
shading of the established prices for linseed oil, denatured 
alcohol and turpentine continues to be reported in the 
Metropolitan paint market. The quotations on turpentine 
have been lowered 1c. per gallon. 

For the most part, the current demand for most paint 
materials is rather light, although a small but gradual 
improvement in sales has been apparent since early in May. 
Business during the first quarter of the year was less than 
that of a year ago, but the second quarter is expected to 
compare more favorably with the corresponding period of 
1929. 

With reference to the flax and linseed oil situation, 
Archer-Daniels-Midland Co. state: 

“The President’s notification to the Country that he 
would sign the Tariff Bill brings to a close the uncertainty 
surrounding this question, and so far as flax is concerned 
should not have any particular effect inasmuch as it has 
undoubtedly been discounted. 

“Supply and demand will dictate the trend of the market 
on nearby positions, bat future delivery is dependent on 
the outcome of our crop which has just been planted. 
Conditions so far have been quite favorable for a consider- 
able increase in acreage. 

“Private estimates of probable acreage will soon make 
their appearance, and around July 10 the Government will 
issue its report as of July 1—and until then, keep your 
eyey on the weather map.” 


LINSEED OIL 


PURE LINSEED OIL 


Per Pound 
ee GE BO BIN BB i oc oven csesensscvc 14.8¢. 
Be OED NE OP Ns ho s0cbcdncondecbebas 14.4¢c. 
Catcette. seed OFF in BIB... .06..cccccvcccccee 22.0¢ 
WHITE LEAD 


WHITE LEAD AND OXIDES. 


White lead in oil, heavy or soft paste, 100 lb. kegs, 13%c.; 
and 25 lb. kegs, l4c.; 12% Ib. kegs, 14%c.; 5 Ib. cans, iSie.; . 
1 Ib. cans, 18%c.; 5 Ib. cans packed 50 or 100 Ibs. to case; 1 Ib. 
cans packed 25, 50 or 100 lbs. to case. 

The following discounts are granted on quantity orders for de- 
livery at one time; 500 Ib. lots, 10 per cent; 2000 lb. lots, 10 
per cent and 6 per cent; 10,000 Ib. lots, 10 per cent, 10 per cent 
—* per cent; carload lots, 10 per cent, 10 per cent and 4 per 
cen 
DRY WHITE LEAD. 

Dry white lead, 100 lb. kegs, 13%c.; 25 and 50 Ib. kegs, 14c.; 
12% Ib. kegs, 14\c. 


RED LEAD IN OIL 
Red lead in oil, 100 Ib. kegs, 151%4c.; 25 and 50 lb. kegs, 15%4c.; 
12% Ib. kegs, 15i\e. 


DRY RED LEAD AND LITHARGE. 
Dry red = and litharge, 100 Ib. kegs, 13%c.; 25 and 50 Ib. 
kegs, 14c.; 12% Ib. kegs, 14%c. 


DRY WHITE LEAD AND OXIDE 

Dry white lead, bbls. 500 to 600 be 7%c. per Ib.; basic lead 
sulphate, white, bbis., 500 Ib., 74%4c. per Ib.; ome lead sulphate, 
blue, bbis. 400 ibs., 7%4c. per "Ib.; litharge, bbls. 500 to 600 Ibs., 
8c. per Ib.; red lead, bbls. 500 to 600 Ibs., 9c. per lb.; orange 
mineral, casks, approximately 1100 Ibs., 12%c. per lb.; orange 
mineral, barrels approximate 700 Ibs., 12%c. per Ib. 


SUGAR OF LEAD. 

White sugar of lead, crystals, 13c. per lb.; white sugar of lead, 
broken, 13%c. per lb.; white sugar of lead, granular, 13%4c. per 
Ib.; white sugar of lead, powdered, 13%c. per lb.; brown sugar 
of lead, 12c. per lb.; sugar of lead pelotion, 6c. per Ib.; 100 
Ib. kegs, le. advance over above prices. An extra charge is 
made “_ solution barrels, which is refunded when barrel is 
returned. 


FLATTING OIL 


Quart cans, 12 to case, 35c. can; 1 gal. cans, 6 to case, 
$1.20 per gal.; 5 gal. cans, t one * cans to case, $1.10 per gal. 
Quantity discounts: 10 to 24 gallon lots, less 10 per cent; 24 to 
48 gallon lots, less 20 per cent; 48 to 96 gallon lots, less 20 and 


5 per cent ; 96 gallons and over, less 20 and 15 per cent. Mixed 
orders for different sized cans will be subject to the discount for 
the combined gallonage. 


WHITE LEAD PUTTY 


White lead putty, 1 Ib. cans, 10c. per Ib.; 12 Ib. cans, 8%4c. 
per at 25 Ib. cans, 8c. per 1b.; 120 lb. (approximate) tubs, 7c. 
per lb. 


COMMERCIAL PUTTY 


1 Ib. cans, 6c. per Ib.; 2 Ib. cans, 5c. per Ib.; 5 lb. cans, bP 
per lb.; 12% Ib. cans, ‘4ihe. per Ib.; 25 Ib. cans, 4c. per Ib.; 100 
to 120 ib. tubs, 3c. per Ib. 


SPIRITS TURPENTINE 


Price ranges from 53c. to 54c. per gallon. 


DRY COLORS 


COMMERCIAL LAMP BLACK. 


In 50 Ib. cases, 1 lb. packages, 16c. per Ib.; lb. packages, 22c. 
per lb.; % lb. packages, 30c. per lb. Assorted sizes, 22c. per Ib. 


GERMANTOWN LAMP BLACK, 

In 50 Ib. cases, 1 lb. packages, 25c. per Ib.; lb. packages, 
32c. per lb.; %4 lb. packages, 40c. per Ib. Assort Sizes, 32c. per 
Ib. ; ultramarine blue, 28 lb. boxes, from lic. to 29c. per Ib.; dry 
colors in barrels varying from 300 to 350 lbs. Prices =. 
Prince’s metallic, 3c.; American raw and burnt umber, 5} 
Italian raw and burnt sienna, 10c.; turkey raw and burnt um tall 
6c.; American raw and burnt sienna, 544c.; Van Dyke brown, 9c.; 
chrome green, l.m. or dark, 15c.; American venetian red, 3c.; 
Indian red, 15c.; turke red, 35c.; American vermilion, 35c.; 
American yellow ochre, 2c.; imported French ochre, 6%4c.; golden 
ochre, 6c.; chrome yellow, l.m. or dark, 15c.; Dutch paint, 1lc.; 
extra gilder’s whiting, 7%. 


SIZING GLUES 


White kalsomine glue, flakes, 30c. per lb.; pure hide joint glue, 
ground or flakes, 25c. per !b.; South American sheep glue, 110 Ib. 
bags, 15c. per lb.; German sheep glue, 110 lb. bags, 18c. per Ib. 


MISCELLANEOUS MATERIALS 


Oxalic acid, in barrels, 14c. per lb.; Italian ground pumice 
stone, in barrels, 3c. per ib.; Cc. P. aluminum bronze, 1 Ib. cans, 
75c. per can.; pale gold bronze, 1 lb. cans, 65c. per can; copper 
bronze, 1 Ib. cans, $1 per can; cotton waste, 50 Ib. bales, 14c. to 
15c. per lb.; alcohol, C. D. No. 5, in steel drums, 46c. per gal.; 
steel drums are charged at $6 each, which is refunded when 
drums are returned. 


SHELLAC 

T. N. Grade, 250 Ib. barrels, 25c. per Ib.; Vac-Dry, bleached, 
250 Ib. barrels, 31c. per lb.; Orange, 164 lb. bags, 27c., 29c. and 
35c. per lb.; 5 Ib. pure white shellac, 50 gallon barrels, $1.85; 
5 lb. pure orange shellac, 50 gal. barrels, — 55; 4% Ib. pure white 
shellac, 50 gal. barrels, $1.75 per gal.; 4% lb. pure orange shellac, 
50 gal, barrels, $1.45 per gal.; 4 lb. pure "ans shellac, 50 gal. 
barrels, $1.65 per gal.; 4 Ib. pure orange shellac, 50 gal. barrels, 
$1.35 per gal. 


ei LADDERS 


h grade, 4 ft., $1.95; 5 ft., $2.40; 6 ft., $2.90: 7 ft., $3.40; 
7 $3. “4 10 ft., $4. 80. Medium quality S tt., — each; 4 ft. 


5 Oo: $1. 25; S £.. FLU; 7 tt., _~ 10 73 
$2.50. Ciamipetities quality, 4 ft., 80c. ake § ft, at 00 each; 6 ft.. 
$1.20 each. 


EXTENSION LADDERS 


Complete with ro “4 and pulley assemblies, 20 ft., $5.60 each; 
24 ft., $7.85 each; 26 ft., $8.45 each; 28 ft., $9.00; 30 ft., $9.55; 
32 ft., $10.15; 34 tt., $10.70; 36 ft., $11. 20; 38 ft., $12.00; 40 ft., 
$12.50. Extra ropes for extension ladders, $1. 25 each. Extra 
pulleys for extension ladders, $1.25. 


FLOOR WAX PRODUCTS 


Powdered Wax.—4 0z., 23%4c.; 8 oz., 33%4c.; 16 oz., 66%4c.; 5 Ib., 
$2.66% per package. 

Prepared Paste Wax.—2% oz., 16%c.; 7h Ib., 3344c.; 1 Ib., 56%c.; 

2 Ib., $1.0636; 4 Ib., $2.00; 8 Ib., 4 eg 

Prepared Liquid Wax % pt., tg 1 pt., 50c.; 1 qt., 93 4c. ; 
Y% gal., $1.60; 1 gal., 66%. 

Floor Polishing dh weg —Includes quart bottle of liquid wax, 
one way mop, one weighted floor brush and instructions, $3.75. 

Weighted Floor Brushes.—15 Ib., $3.75; 25 Ib., $5.25. 


SANDPAPER 


Size 00, 100 sheets, 83c. per box; size 0, 100 sheets, 83c. per 
box; size %, 100 sheets, 89c. per box; size 1, 75 sheets, 74c, per 
box; size 114, 50 sheets, 56c. per box; size 2 50 sheets, 65c. per 
box; size 2 ” 50 sheets, 71c. per box; size 3, 25 sheets, 4lc »er 
box. 

Utility packages of sandpaper, 6%c. each. Full cartons of 72 
packages are subject to an additional per cent discount. 
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The Worlds BeSkSaws 
A Good Dealers Refit 
and€ustomer Salislagh 


Of course you want more CROSS-CUT SAW busi- 
ness, and no doubt you have tried various plans for 
getting it, but from the standpoint of permanent 
results there appears to be but one answer— 
and the dealer who sells SIMONDS CRES- 
CENT GROUND CROSS-CUT SAWS 
has this answer. It is another instance 
where QUALITY counts, because 
the ever increasing demand has 
proved that SIMONDS are 
the fastest selling CROSS- sleet 
CUT SAWS on the dence of their high 
mim becuase | | s aA quality. They are guar- 
thes are the .~ anteed by the makers. 
BEST. You can sell them with con- 
\ fidence of complete satisfac- 
~ ars tion to your customers—and 
you make a liberal profit on every 
SIMONDS SAW< sale. 
Be sure to ask your JOBBER or his 
SALESMAN about these saws. 


Stock them and you sell them. 


SIMONDS SAW and STEEL CO. 


“The Saw Makers” “Established 1832” 
FITCHBURG, MASS. 


(lONDS 


Crescent Ground Goss-Git 


SAWS 

























SIMONDS 
SAW S are 
known and 
used by woods- 
men—the best evi- 
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‘GENERAL MARKET 
NEWS oF THE 


Rugg Manufacturing Co. 
Announces Prices on Kleen 
Sweep Lawn Rakes 


Dealers’ prices on Rugg Kleen Sweep 
Lawn Rakes, products of the Rugg Mfg. 
Co., Greenfield, Mass., have been an- 
nounced to the trade as follows: No. 41, 
32 teeth, 18 in. wide, $6 per doz.; No. 
42, 11 teeth, 6 in. wide $5 per doz. Prices 
quoted are f.o.b. factory. 


Week’s Price Average Was 
87 Per Cent, Says Fisher 


Prof. Irving Fisher of Yale University 
announced on June 15 that wholesale 
commodity prices for the week ended 
June 14, and based on Dun’s quotations, 
averaged 87 per cent. 

The May average was 88.6 per cent. 
The purchasing power of the dollar was 
115.0c. on a 1926 basis of 100c. The 
May average was 112.8c. 

Crump’s index of English prices for 
the week on the revised 1926 level was 
79.3. The May average was 80.4. 

The Italian index on the revised 1926 
basis for the week ended June 7 was 
63.8. 


Recent Reduction Brings 
Copper to Lowest Level 
Since 1902 


The price of copper slipped another 
notch last week when it was found that 
one or two custom smelters were selling 
at 11%c., with 11%c. rumored. The 
majority of producers, and this includes 
some custom smelters, were holding at 
12c. The export price of copper was 
unchanged at 12.30c. It looks as though 
producers generally were going to make 
a rugged stand at the 12c. mark, hoping 
that the few sellers offering at 11%c. 
will soon become filled up with orders and 
move the price back to 12c. 

The price of 11%c. delivered is the 
lowest since 1914, at which time a price 


Hardware Demand 
Varies With Weather 


New York, June 25.—Dependent 
largely upon the weather prevailing 
recently in individual trade terri- 
tories, some market centers report an 
active demand for hardware, while 
trade in other sections has been 
adversely affected by unfavorable 
weather conditions. The advent of 
generally fair and warm weather 
will serve to lend the needed stimu- 
lus to sales, which for the most part, 


‘embrace highly seasonable merchan- 


dise at this period of the year. 

Vacations have given impetus to 
the movement of sporting goods, 
picnic supplies, touring needs and 
camping equipment. Sales of fish- 
ing tackle in some sections have 
been the largest in several years. In 
the main, the demand for lawn and 
garden goods has been excellent. 
Staple lines are moderately active. 

Prices are fairly steady and most 
recent price revisions have been of 
minor importance. In the builder’s 
hardware line there has been some 
indication of firmer and more stable 
quotations. 

Improvement is apparent in the 
credit situation and wholesalers de- 
clare that the sums involved in out- 
standing dealer accounts are not un- 
duly excessive or burdensome. 
Some retailers, however, assert that 
it is often difficult to collect their 
receivables promptly and on the 
due dates. 





of 11.10c., refinery, was touched, equiva- 
lent to about 113éc., delivered, or pos- 
sibly 11%c. delivered. Going back from 
1914 the lowest in the twentieth century 
was llc. in 1902. It is these historical 
facts which are expected to spur produc- 
ers to hold at present levels and seek 
higher prices at the earliest opportunity. 
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WEEK 


Car Loadings Show Gain 
Over Preceding Week’s Total 


Loading of revenue freight for the 
week ended on June 7 totaled 935,647 
cars, according to the Car Service Di- 
vision of the American Railway Asso- 
ciation. 

This was an increase of 75,398 cars 
above the preceding week, when load- 
ings were reduced somewhat owing to the 
observance of Decoration Day, but a re- 
duction of 120,121 cars below the same 
week in 1929. Compared with the same 
week in 1928, it also was a reduction of 
59,923 cars. 


Bank Debits Show Increase for 
Week Ended June 11 


Debits to individual accounts, as re- 
ported to the Federal Reserve Board by 
banks in leading cities for the week ended 
June 11, aggregated $13,791,000,000, or 
8 per cent above the total reported for 
the preceding week, which included but 
five business days in most of the re- 
porting cities, and 10 per cent below the 
total reported for the corresponding week 
of last year. 

Aggregate debits for 141 centers for 
which figures have been published week- 
ly since January, 1919, amounted to $13,- 
013,000,000, as compared with $11,953,- 
000,000 for the preceding week and $14,- 
459,000,000 for the week ended June 12 
of last year. 


Electric Appliance Sales in 
1929 Attained Total of 
$808,000,000 


Figures compiled recently show a total 
of appliance sales to domestic consumers 
of $808,000,000 during 1929, not includ- 
ing $727,000,000 worth of alternating ra- 
dio sets. This means that American 
homes spent over $1,500,000,000 for elec- 
tric equipment, or more than two and a 
half times as much as they spent for 
the current to operate it. 
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MORE 


very customer 


] 


you have buys 
ry tires from 
— somebody 


IRES are as necessary to modern life as bread 
or shoes. Cars can't run without them. Every- 
body has to buy tires. 

















Who is getting the tire business of your customers? 
Are you making use of the frequent opportunities 
you have to talk tires to them? Are you building 
on the confidence they already have in you as 
a merchant? 


Mansfield Dealers who talk tires, and display 
tires and tire signs, are getting an increasing 
share of this profitable business. 


Mansfield helps by supplying you with tires that 
deliver extra mileage . . . tires that you can con- 

o fidently recommend to your customers ... tires 
at prices that represent unusual quality, and 
make friends for you. 


And Mansfield gives you intelligent sales cooper- 
ation...everything you need to build a profitable 
tire department. 


If you're not getting this business that drives 
past your door, better write us today, or see 
your nearest Mansfield distributor. 


THE MANSFIELD TIRE AND RUBBER CO., Mansfield, Ohio 


’ MANSFIELD 
RE TIRES 


Every tire dealer 
should have 
this book 


The new Mansfield Tire size book 
will help you every day. Com- 
plete information on tires for 
every car made. A copy is yours 
for the asking. Write for it today. 








MILES WITH MANSFIELD S 
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Building Permits Issued in 
U. S. Show Encouraging 
Increase in May 


Official reports of building permits is- 
sued in May in 588 cities and towns in 
all sections of the United States indicate 
a continuation of the trend toward nor- 
mal which began in April, according to 
S. W. Straus & Co. For the second time 
since October, 1929, the Straus monthly 
index of building permits, after allow- 
ance has been made for seasonal and 
trend factors, showed an upward ten- 
dency toward normal. The total volume 
of permits issued in the 588 centers was 
$202,231,771, compared with April re- 
ports of $209,054,406. Although this is 
a loss of 3 per cent, the normal seasonal 
trend of building permits from April 
to May shows a decrease of approximate- 
ly 12 per cent. 

“While these figures are encouraging, 
it must be borne in mind that the trend 
toward normal, which has now persisted 
for two months, had its beginning at a 
very low level of building activity which 
is still far under 1929 levels. The May 
permits showed a loss of 35 per cent 
from May of last year,” says the review. 

“The employment situation in the build- 
ing trades showed a slight improvement 
over April. The American Federation 
of Labor shows a 4 per cent increase over 
the previous month, though it is true 
that employment is well below last year. 
The federation’s report indicates that 36 
per cent of the workers in the building 
trades are still unemployed, as compared 
with 25 per cent in May last year. 

“Led by structural steel, most building 
material prices were reported lower on 
the whole for May. In spite of several 
large projects in some of the metropoli- 
tan areas, steel awards for the country 
as a whole were small, with the result 
that prices today are lower than last 
month and considerably lower than a 
year ago. In some localities considerable 
declines were reported in common brick, 
lumber, sand and gravel. Cement prices, 
though soft, have not changed very much 
in the last few months.” 


Number of Business Failures 
Are Still Above 1929 Figures 


A relatively high level of failures in 
the United States is being maintained, 
according to R. G. Dun & Co., defaults 
for the week of June 9 numbering 489. 
That total is only four more than the in- 
solvencies reported last week, but is 63 
in excess of the 426 failures a year 
ago. 

Despite the large number of defaults 
for the week, those having liabilities of 
more than $5,000 in each case decreased 
to 278 from 304 last week. A year ago 
such insolvencies numbered 261. Cana- 
dian failures totaled 52 this week and 
were 10 above those of last week and 
compare with 33 a year ago. 


Facts Obtained by Department of Commerce 
Show Credit Problems of Retailers Vary 


Problems arising from the sale of mer- 
chandise on credit and on the installment 
plan vary tremendously among the dif- 
ferent retail trades, and no formula can 
be evolved which will serve as a gen- 
eral corrective, it is developed by a na- 
tion-wide credit survey just completed 
by the Department of Commerce in co- 
operation with the National Retail Credit 
Association and various State and local 
organizations. 

Thousands of stores were covered by 
the survey, which went deeply into the 
credit situation in a number of trades. 
In some, it was found, returns of goods 
sold on credit were the most important 
problems. In others bad debt losses on 
installment ‘sales and in still others open 
credit losses. 

The average loss from bad debts on 
open credit was found to range from 
less than %4 of 1 per cent for coal and 
wood dealers to 1.4 per cent for drug 
stores. Bad debt losses average twice 
as high proportionately as those on open 
credit, varying from 0.3 of 1 per cent for 
automobile dealers to nearly 8 per cent 
for general clothing stores. 

Reports from 23,779 retail stores, with 
total net sales in 1927 of $4,746,314,000, 
were secured, analysis of which indicated 
that 58.6 per cent of this amount was 
for cash, 32.2 per cent on open credit and 


9.2 per cent on installment credit sales. 

Plumbing and heating fixtures and sup- 
ply houses did 96 per cent of their to- 
tal business on credit (open and install- 
ment), the largest proportion of all the 
kinds of establishments studied. Lum- 
ber and building material dealers did 90 
per cent of their total sales on open credit, 
the highest percentage of all trades, while 
the highest percentage of installment 
business was 73.2 per cent for stove and 
range dealers, furniture stores coming 
second with 57.7 per cent, and musical 
instrument stores third, with 54.7 per 
cent. 

“One of the very striking facts brought 
out by this survey is the wide variation 
in certain credit practices and methods 
existing among the same kind of stores,” 
it was pointed out by William L. Cooper, 
director of the Bureau of Foreign and 
Domestic Commerce, in discussing the re- 
port. “There were numerous stores with 
credit losses twenty-five times as great 
as those of others in the same classifica- 
tion; many with returned merchandise 
ratios ten times as great as those of oth- 
ers, and many with collection percentages 
only one-half as high as those of others. 
These wide variations indicate great pos- 
sibilities for eliminating waste and in- 
creasing efficient distribution.” 





Railroad Steel Purchases in 
1929 Gained 10 Per Cent 
Over Previous Year 


Purchases by Class I railroads of iron 
and steel products in 1929 aggregated 
$437,840,000, according to the Bureau of 
Railway Economics. This represented 
32.2 per cent of the total purchases of 
fuel, materials and supplies, amounting to 
$1,329,535,000. In 1928 purchases of iron 
and steel products represented an ex- 
penditure of $397,554,000, or 31.2 per cent 
of the total of $1,271,341,000 for that 
year. The 1929 purchases of iron and 
steel products showed a gain of $40,296,- 
000, or 10.1 per cent over like purchases 
in the preceding year. 


Automobile Industry Continues 
to Show Gradual Recovery 


Steady recovery of the: automotive in- 
dustry is indicated by figures compiled 
by the Department of Commerce on au- 
tomobile financing for March, showing 
wholesale financing of $76,467,479, 
against $61,153,196 in February, and re- 
tail financing of $284,919 cars, totaling 
$120,677,635, against 196,929 cars, total- 
ing $84,532,144. 

Compared with March, 1929, wholesale 
financing showed an increase of more 
than $15,000,000 over the $61,097,083 
then reported, while retail financing was 
only $20,000,000 less than the total of 
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$141,076,601. The department’s figures 
are based on returns from 455 automo- 
bile financing organizations. 

March retail financing by classes in- 
cluded $76,527,059 advanced on 137,682 
new cars, against $52,802,981 advanced 
on 95,200 cars in February; $41,557,428 
advanced on 141,971 used cars, against 
$28,972,240 advanced on 95,034 cars, and 
$2,593,148 advanced on 5266 unclassified 
cars, against $2;756,923 advanced on 6695 
cars. 


Railroad Equipment on Order 
Involves Substantial 
Expenditures 


Freight cars on order April 1, 1930, 
and April 1, 1929, respectively, were 
35,181 and 41,197; passenger cars, 688 
and 615, and locomotives, 442 and 372. 

Expenditures for additional main track 
during the first quarter of 1930 amounted 
to $14,240,000, compared with $10,165,000 
during the corresponding quarter of 
1929; yards and sidings, $13,129,000, com- 
pared with $9,921,000; heavier rail, $10,- 
323,000, compared with $8,502,000; shops 
and engine houses, including machinery 
and tools, $8,357,000, compared with $5,- 
479,000; bridges, trestles and culverts, 
$17,156,000, compared with $12,572,000; 
and signals and interlockers, including 
telegraph and telephone lines, automatic 
train control, etc., $9,516,000, compared 
with $5,199,000. 
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worse? 





Warranted Genuine 











“Warren-built 


Do not accept inferior substitutes IS 
when you improve your store with new 


fixtures. . Many are sold at prices no 6“ 99 , a 
lower than the genuine Warren. Warren-Mark e d F J 

The values in Warren-built Fixtures <a 
are placed there with a well-developed 
experience in quality manufacture and 
display merchandising requirements. 
You are simply protecting your invest- 
ment in fixtures when you specify 
“Genuine Warren.” Assure yourself 
that your fixtures are marked “Warren.” 
The story behind the name is this: 
“For forty years exclusive designers f 
to His Majesty, the American Hard- 
ware Merchant.” 


WA RREN oo J.D. WARREN MFG. CO. 
SECTIONAL DISPLAY FIXTURES 


J. D. WARREN MFG CO., 
Chicago, Ill. IS Bt ese Oe ne nok sume are Salk pore scaiohica, “aa een 
We want to know more about Warren Fixtures. Please 







Get in touch with 
Warren Service. 


ae Send the Coupon Below. 


send us: 

(1 The Warren Fixture [J The Warren Nail Bin SN MENON, 3:6 kc aS 5S Hae Peed ce eec a tartas seen Leepastt 
Catalog. Counter Folder. 

(0 The Warren Display J Information Sheet for Cit State 
Table Folder. Suggestive Store Arrange: De cg a tM vase d sca nee awe ey EE Skanes wuss cnaereteae 








ment. (HA-6-26-30) 
eS Se ese 
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SAS CITY: 








Seasonal Lines Are Quite Active; 
Prices Are Steady and Unchanged 








(Kansas City office of HARDWARE AGE) 


KANSAS CiTy, June 24.—Golf is the leadér in the Kansas City 
territory just now owing, it seems, to the advent of miniature golf 
courses. These miniature golf links have been provided on many 
corner lots. The result is that many people who had never been 
near a regulation gold course got initiated or educated and many of 
them found playing on the miniature courses so fascinating that 
they took themselves to the regulation links and are becoming regu- 
lar golfers. Hardware jobbers say that the golf equipment busi- 
ness has been better than it ever has been; that they have not had 
enough golf goods in stock to supply the demand. 

_Another lively item is lawn and porch folding furniture. This 
demand has helped the retailers to take up the slack in camping 
equipment. Jobbers say the business in camping equipment is not 
quite so good as it was last year due to the number of tourist camps 
that have been provided for the traveler. In these camps many of 
the tourists’ wants are supplied, consequently it is not necessary for 
the motorist to carry along quite as many articles as formerly. But 
the folding lawn equipment, it seems, came along just in the right 
time to make up for the slight deficiency in the straight camping 
equipment line. 

Road projects have been taking more than a good share of the 
camping supplies, particularly enamelware. There are many such 
projects under way in the territory. 

The fishing tackle season opened June 1 and has been booming 
right along since. It looks like it will be one of the best seasons in 
fishing tackle in five years. The same is true of baseball, tennis, and 
other outdoor sporting gonds. The weather has been fair and warm 
of late and a lot of people went out for baseball, tennis, golf and 
fishing. 

No price changes are reported in any line. The market is steady 
and no changes are anticipated for some time to come. Jobbers 
have some good contracts for builders’ hardware on the many build- 
ing projects under way in Kansas City and elsewhere which is help- 
ing to hold up the general business in this line of merchandise. 
Nails, barb wire, sheets, fencing, lawnmowers, bars and bolts have 
picked up a little. 

Harvest in the Southwest and its approach toward Kansas City 
has made better business in steel goods such as header forks and 
tools. Dealers did not order in advance as they usually do, but now 
that harvest is on the orders are coming in better and will continue 
to pile up as the harvest season advances. 

THE FOLLOWING PRICES ARE JOBBERS’ QUOTATIONS TU 
RETAILERS, F.O.B. KANSAS CITY. 


BARBED WIRE. per roll. Asbestos paper, $6.00 per 
100 lb. Tarred felt, $2.66 per 100 Ib. 
Galvanized barbed wire, hog or Insulating paper, $2.10 per roll of 
cattle, catch weights, $3.70 per hun- 500 sq. ft 
red; 80-rod galvanized, hog, $3.20 
80-rod galvanized, cattle, BOAT OARS. 


3.00 per spool; 80-rod painted, hog, 
3.00 per spool; 80-rod painted, cat- 6 ft. to 814 ft. lengths, 20c. per foot. 


tle, $2.80 Os Py ool. Plain, annealed Bar itkn waileabic dst A 
q galvanized iron, 
wire, No. 9, 0 per hundred; No. 9 29c. per pair. 


galvanized, 3° 65 per hundred. 
BASEBALL SUPPLIES. BICYCLE TIRES. 
U. S. Overland thornproof, 


Good quality autographed bats of side walls with red tread, 28 
~ gg pe white ash, $18.00 per doz.; 1% in., $2.50 per pair. 


No. 0 official baseball $16.50 per 
doz.; No. 8A __ professional model CAMPING EQUIPMENT. 
Gold _ No. 80 camp cot, $6.20; 


er spool; 
: Plain ash, straight handle, in from 


black 
in. x 


catcher’s mitt, $10.00 each; No. 250, 


horeshide face, $3.35 each; No. JP No. .50, $4.85. ‘“‘Badger’’ camp stool, 
rofessional model fielder’s glove, 40c. ‘Badger’ folding table, hard- 
5.70 each; No. 56 boy’s, $1.00 each; woodtop and legs, o. 208, $2.50. 
best quality, No. JP mask, one camp stove, $6.25; 


Coleman No. 9D 
No.. 2D, 0. 
CROQUET SETS. 


Four-ball maple, No. 05, $1.25; 
eight-ball set, $1.85; No. 9 eight- -bali 


piece, $10.50 each. 
BUILDING PAPER AND FELTS. 


Red-rosin-sized building paper, No. 
30, 75c. per roll. Slater’s felt, 84c. 








fancy painted, $3.30; No. 6 four-ball 
fancy painted, $2.15. 


ELECTRIC FANS. 


Ten-inch org ry | high grade 
fan, eke ats $11.55 ea. Same in 
-in., No. B67 stationary, 8 
$3. . ;Bs2, 9 in., $3.70; No. B64, 
10 ’in., $7.0 


FISHING seinen. 


Rods, split bamboo, fly rods, No. 
9746, $5.60 each; No. 3097, $3.95 each; 


$1.49 each. Best quality No. 275, cork 
grip, agate guides, in from 5 to 5% 
ft. lengths, $7.35 each. 

No. 1000 good quality, level wind- 
ing, anti-backlash reel, $5.65 each; 
No. 1893 level winding, $3.35; No. 12 
level winding, anti-backlash, $13.35; 
No. 100 level winding, $3.35; No. 223, 
$1.85. Enameled silk line, 100 yards, 
23-lb. test, $2.65; 16-lb. test half cast- 
ing line, 100 yd., $2.15. 


GARAGE HARDWARE AND LOCKS. 


No. 1776%J garage door set for 
hinged doors, $2.25 per set. No. 
T25058 sliding garage door set, $4.50. 

Wide bevel lock set, $4.25 per Paes 3 
lock sets with glass knobs, $7.00 p 
doz.; No. 165 3%-in. wrought steel 
butts, 30¢. per pair. 


GOLF BALLS. 


Eagle, both 1 62/100 in. and 1 68/100 
in., $6.00 per dozen. Paramount, 
same sizes, $4.00. 


ICE CREAM FREEZERS. 


All metal, No. F2A, 2 qt., $9.50 per 
doz.; all metal automatic freezing, 
2 qt., $2.70 each; wood 
$1.40 each; steel frame, wood pail, 
3 qt., 5 each; 4 qt., $3.35 each; 
6 qt., $4.25 each. Three-motion, steel 
frame, wood, — 4 qt., $4.10 each; 
6 qt., $5.16 each. 


PAINT. 


Pure outside white lead and zinc, 
$3.00 per gal.; colors, $2.80 per gal. 


PAINT BRUSHES. 


Selected black Chinese _ stucco, 
length out 4%-in., No. 30, -00 per 
doz.; No. 35, $34. 45. Selected black 
Chinese wall brush, all rubberset; 
3 2% in. out, $13.50; 3% in., 4 in. 
Bose $17.06; . ‘in. 4 $24.55; 
4\,-in., 4% out, $30.70; 5 in., 
414 in. ’ out, $33. 75. Dutch kalsomine, 
No. 40, 4% in. out, selected Russia 
bristle, $42.75 per doz.; No. 50, 4% 
in. out, $51.25 per doz. Black Chinese 
oie oval varnish, No. 4/0, $10.60 
- doz.; No. 6/0, $13.30 per doz.; 
- varnish, 

ty hee $5.75; 


pail, 2 


2% in., $7.90; 3 in., $10 


THERMIC JUGS. 
One-gallon thermic jug, No. 303, 


$5.00. No. 123, $1.20. 
VACUUM BOTTLES. . 
aa om re 420, 1-pt., 70c.; No. 
Ae. 1.30; No. 571, 1-pt., 
1 "3314: 0. 5 ts -qt., $2.00. 
TIRES. 


Mansfield automobile, covered by 
standard warranty, 30 x 3%, oversine. 
heavy duty cord, s.s., cl., $5. 

4, $9.45; 32 x 4, $10.06; 33 Ps ‘is 710.595 

32 x 4%, $13. 61; 33 x 4%, 18; 33 x 
5, $21.15; Balloon, 29 x 4. fo! ‘regular, 
$6.48; 30 x 4.50 hee 30 x 5.25, $11.90; 
31 x 5.25, $12. 31 x 6.00, $16.55; 33 
x 6.00, $17.55. BM, 32 x 414, 8 ply, 
$15.79; 33 x A, __ 34; 30 x 5, $20.12; 
32 x 6, $25.32; 3 6 x 6, 10 ply, $36.70: 
34 x 7, $47.37; 40 x 8, 12 ply, $72.14. 

(All foregoing prices subject to 10 
per cent trade discount.) 


WATER COOLERS. 

Stand model, No. 500 in mahogany, 
art green, or white, to hold 5-gal. 
bottle, $12.00 each. Galvanized iron 
lined, without stand, 3 gal., $2.25 
each; 4 gal., $2.60 each; 6 gal. $3.35 
each. 
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THE WORLD'S GREATEST HAMMER 


Ns | - 





Cheney Nailer Sales Maker at work in a busy store 


THE CHENEY SALES MAKER 
IS DOING A GREAT SELLING JOB 


If business is slow in your store—pep it Send today for a Cheney Nailer Sales 
up with Cheney Sales Maker. Every 
store that used this wonderful Sales 
Maker—reported more Cheney Nailers 
sold than ever before. get you business. 


PRENITISS VISE CO. 


106-110 LAFAYETTE STREET NEW YORK CITY 
CHENEY NAILERS AND HAMMERS ARE NOT SOLD TO MAIL ORDER HOUSES OR CHAIN STORES 


Maker Carton. Get it on your counter 


or a table and watch this demonstrator 
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Influenced by Unfavorable Factors 


New York Demand is Moderate 


New York, June 24. 


Under the influence of unsettled 
weather, coupled with none too fa- 
vorable business conditions, the de- 
mand for hardware in the New York 
market during the past week has been 
of moderate character. While the per- 
sonnel of most wholesale hardware 
houses are being kept busy with the 
routine of incoming orders, the ag- 
gregate business beng consummated 
by most jobbers is below the June, 
1929, level. Most dealers continue to 
pursue the policy of purchasing mer- 
chandise in relatively small quantities, 
providing for only sufficient stocks to 
care for immediate requirements. 
Wholesalers assert that it is prac- 
tically impossible to interest dealers 
in future orders for winter needs, 
which under normal conditions would 
be starting to show activity by this 
time. The return of favorable 
weather will stimulate the demand as 
would more prosperous times. It is 
the opinion of the majority of whole- 
salers that the passage of the tariff 
bill will have little effect upon the 
hardware trade and will not adverse- 
ly affect the general business senti- 
ment. 


SUMMER LINES ACTIVE 


The character of the weather which 
has prevailed recently has created an 
active call for warm weather mer- 
chandise. In contrast, the demand for 
most lawn goods has slackened per- 
ceptibly, as rainfall has been abun- 
dant in the Metropolitan area. This 
has encouraged a profuse and luxuri- 
ant growth of grass and weeds which 
has resulted in a brisk demand for 
weed and grass-cutting tools and im- 
plements. Other especially active 
lines are: Screen wire, screen doors, 
ice-cream freezers, electric fans, poul- 
try netting, electric irons, lawn mow- 
ers, grass hooks, scythes, snathes, 
grass catchers, lawn rakes, flower bed 
guard, trellis wire, lawn fence and 
gates, post hole augers, hedge shears, 
thermos bottles and jugs, picnic sup- 
plies, sporting goods, fishing tackle, 
camping equipment and table electric 
appliances. 





AT A GLANCE 


No important price chafges 
were announced during the past 
week, although rather frequent in- 
stances have been reported of 
price cutting on certain highly 
competitive items. For this rea- 
son, the price tendency is some- 
what easier. Unfavorable weather 
and some adverse factors in gen- 
eral business conditions have served 
to retard the current demand. 
Some summer lines, specifically 
mentioned below, are quite active, 
but most staple lines are enjoying 
only a moderate movement at 
present. Building construction is 
showing a decline from a year ago, 
which is reflected in the call for 
builder’s hardware, tools and re- 
lated construction materials and 
equipment. Coppgr is now selling 
at the lowest price since 1921. The 
credit situation has shown recent 
improvement. 











STAPLE LINES ARE SLOW 


Most staple lines are moving in a 
rather slow and indifferent manner. 
This is particularly true of such staple 
articles as are required for construc- 
tion purposes. Hand-to-mouth buy- 
ing is especially apparent in orders 
for goods coming under this general 
classification. Prices, for the most 
part, are very low, but the attractive 
figures seem to offer little inducement 
for quantity purchases ,except in scat- 
tered instances. 


BUILDING CONTRACTS DECLINE 


Curtailed building activities are 
largely responsible for the sales vol- 
umes of builder’s hardware and tool 
departments in many hardware estab- 
lishments in the territory reflecting 
a decline when compared to a year 
ago. According to the F. W. Dodge 
Corporation, contracts let for new 
building and engineering projects in 
the Metropolitan area of New York 
during the week ended June 13 to- 
taled $13,516,400. 

This was at the rate of $2,252,700 
per business day. In June of last 
year the daily rate of contract letting 
was $3,392,400. Since the beginning 
of the year awards for new construc- 
tion in this territory amounted to 


$468,489,900, as compared with 


$547,582,900 for the corresponding 
period of last year. 


PRICES LITTLE CHANGED 


Although the price tendency is 
somewhat easier, there have been no 
revisions of consequence made in 
manufacturers’ prices to jobbers, since 
our preceding report. House changes 
of minor importance are being made 
by some wholesalers, but these are 
largely slight readjustments of no 
general interest. It has been repeat- 
edly asserted by wholesalers that 
present prices on shovels, nails and 
some builder’s hardware items are 
below the cost of production, and that 
for this reason higher prices on the 
lines mentioned can reasonably be ex- 
pected im the future. Several manu- 
facturers recently instituted advances 
ranging upward to 50 per cent on 
night latches, presumably in an effort 
to stabilize the market on this com- 
modity, which reached extremely low 
price levels due to price competition. 


COPPER REACHES NEW LOW 


Raw copper reached the lowest 
price which has prevailed for the 
past twenty-five years, when sales 
were made at 11% cents a pound 
early last week by custom smelters. 

Despite the, price cutting by the 
custom smelters, producers generally 
maintained their price of 12 cents a 
pound, and no change was made in 
the quotation of Copper Exporters, 
Inc., which remained at 12.30 cents 
c.i.f. European base ports. 

Manufacturers of brass and cop- 
per products here have not issued a 
recent price list on the finished prod- 
ucts, due to recent fluctuations in the 
raw imetal, but they state that reduc- 
tions proportionate to the decline are 
now being made on their quotations. 


COLLECTIONS 


The credit situation continues to 
show a gradual improvement. At the 
present time wholesalers say that out- 
standing accounts are in better shape 
than at any time this year. Whole- 
salers are probably keeping their out- 
standings in less excessive amounts, 
relatively speaking, than are dealers. 
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HE Edison MAZDA‘ 

Lamp Calendar is unique, 
the only thing of its kind. 
No other calendar of equiva- 
lent quality reaches such a 
No other 
piece of cooperative material 





wide circulation. 


creates such an interest among 
consumers. 


The Edison MAZDA Lamp 
Calendar is one of the greatest 
advantages of an Edison 





There is 


only ONE 


MAZDA Lamp Agency. 
Every agent should take ad- 


vantage of the highly valuable 
but extremely inexpensive 
good will advertising it makes 
possible. 


Have you ordered your 1931 
supply? If not, you had better 
do it soon to avoid being dis- 
appointed. The quantity avail- 
able is rapidly being exhausted. 
Make out your order TODAY 


and send it to your jobber. 


*MAZDA—the mark of a research service. 













EDISON MAZDA LAMPS 


GENERAL @ ELECTRIC 
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Current Orders for Seasonable Goods 


Are Nearly Normal in Chicago Territory 


Cuicaco, June 24, 1930. 


Orders for most seasonals are little, 
if any, below normal. Compared with 
former peaks, however, the current 
curve seems flat. Nearly all hardware 
staples are moving at a fair rate, if pre- 
vious high records can be forgotten. 
Quality house furnishings are off. No 
sign of abatement appears in the strong 
demand for sporting goods and the av- 
erage customer is not inclined to shy at 
cost. Steadiness still characterizes the 
market, barring two or three minor 
fluctuations. Copper is weak. Weather, 
intermittently warm, cool, wet and dry, 
influences day-to-day trade with the re- 
tailers. The close of school and the 
opening of the vacation season are both 
generating the usual summer business, 
which, in the case of most outdoor 
equipment, rises to the level of the un- 
usual, 


SOME PRICES ARE LOWER 


With two exceptions, the market 
holds steady. Window glass has de- 
«lined about seven per cent, one point 
having been added throughout the Jine 
to former discounts. The new dis- 
counts are: Single-strength A window 
glass, 86 per cent off the list; double- 
strength A, 86 per cent off; single- 
strength B, 88 per cent off; double- 
strength B, 88 per cent off. The usual 
10 per cent additional discount for 
large orders still prevails. Automobile 
tires constitute the other exception, 
standard companies having publicly an- 
nounced a_ reduction approximating 
five.per cent on most regular sizes; 
this, they explain, is made possible by 
the continued extremely low price of 
crude rubber. High quality tires are 
thus brought to the lowest level that 
has ever prevailed in automotive an- 
nals. 


WIRE GOODS ARE ACTIVE 


Sales of lawn fencing and gates have 
been very active, fully up to the move- 
ment of a year ago, with a steadily 
growing demand for 16-inch and 22- 
inch flower-bed _ border. Popular- 
priced lawn gates have been selling 
freely. All makers of nails and wire 
declare the present carload price basis 
is below cost of production; though no 
immediate market recovery is in sight, 
the trade considers current levels fair- 
ly proof against further considerable 
decline. Manufacturers of handled 


axes have made no price changes in 








AT A GLANCE 


Window glass and automobile tiré 
prices have been reduced. Other 
prices are fairly steady and un- 
changed. Summer merchandise is 
in good demand in near normal 
proportions. Staple lines are less 
active than is usual at this season. 
Present indications point toward a 
gain in building operations during 
the last half of the year. Among 
the most active items, the following 
are prominent at present: screen 
wire, lawn fence, screen doors, win- 
dow screens, dairy wares, vitalizers, 
canning equipment, lawn and gar- 
den goods, sporting goods, vaca- 
tion supplies and camping as well 
as touring accessories. The credit 
situation is considered satisfactory. 











their line for several seasons; as‘a re- 
sult, dealers are slow to order futures, 
though no alterations are expected 
through the rest of 1930. 


SCREEN DEMAND IS GOOD 


For the medium and better quality 
screen doors and screens, a good de- 
mand is evident, with the cheaper 
grades somewhat off in volume; sales 
of doors and screens with galvanized 
cloth are increasing proportionately. 
Prices in builders’ hardware are hold- 
ing fairly firm; signs indicate that 
there will be more building over the 
last half of the year than during the 
first half; as is so generally known, 
there is abundant room for improve- 
ment in this field. Scythes and snaths 
are moving well without price changes 
and should continue to do so for two 
or three more weeks. Mechanics’ tools 
are quiet. Recent rains have acceler- 
ated orders for lawn mowers. Chain 
manufacturers report no present indi- 
cation of a price change at the opening 
of the third quarter. Retailers are 
keeping up their stocks of small coil 
chains for domestic repairs, a good 
many of them having installed effective 
chain display racks; porch chains for 
replacement are selling freely. 


SUMMER WARES ARE LIVELY 


Vitalizers, or humid-air pans for me- 
chanical refrigerators are the most ac- 
tive items in enamel ware; they come 
in five sizes with interstices at the top 
designed to afford just the degree of 
ventilation to keep green vegetables 
fresh and crisp. With the canning sea- 


Reading matter continued on page 76 


son at hand,-equipment for that purpose 
is beginning to move rather briskly; 
glass jars and tomato cans remain vir- 
tually at their 1929 price levels. 


VACATIONS STIMULATE TRADE 


Sporting itéms of every seasonal sort 
are responding to high-tide demand. 
Fishing tackle and golf supplies are 
especially active. Horseshoe pitching, 
for years so popular in the country, is 
now also a big-city game; at this writ- 
ing a horseshoe tournament is raging 
on Chicago’s west side. The game is 
gaining popularity also in camps and 
summer resorts. To the wholesale 
hardware trade this sport development 
brings a substantial consequence in the 
form of orders for pitching outfits from 
dealers. Juvenile wheel goods are be- 
ginning their mid-year movement ; with 
the closing of the schools, the call for 
velocipedes is. particularly strong. 
Porch and lawn swings and outdoor 
furniture generally are generating busi- 
ness for many dealers who stock them. 

Pocket-knives, hunting knives and 
fishermen’s knives are commencing to 
sell rather freely to the summer trade. 
Thousands of vacationers, young and 
old, are buying such items. Wrist and 
pocket watches are moving under the 
influence of the same urge. The play- 
grounds are full of boys and girls joy- 
fully consuming the output of sporting 
goods factories, and receding stocks at 
the wholesale houses give plenty of tes- 
timony to the strength of the move- 
ment. Tourists headed for the moun- 
tains, lakes, streams, woods and sea- 
shore are buying, or planning to buy, 
equipment of many kinds for their 
pleasure, comfort and convenience, from 
expensive camping outfits to low-piced 
timepieces. 


CREDITS LITTLE CHANGED 


Not much change is noticeable in the 
credit situation, which, considering 
some of the factors interpreted as nega- 
tive, persists in maintaining relatively 
good health. Collections, if not exactly 
easy, are far from hard. Outstandings 
are about what they should be at this 
time of the year. There seems to be a 
somewhat easier flow of business in the 
rural and semi-rural communities than 
in the industrial areas. For the most 
part, agriculture, about which so much 
bitter complaint has been registered by 
farmers in seasons past, is steadily 
showing consistent improvement. 
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KEEN KUITER 


HEAVY SERVICE BALLOON 


DISTINCTIVE FEATURES 











A FULL ROAD CONTACT TREAD INSURES 
EVEN WEAR. 


MORE COMPACT TREAD DESIGN. A 
BETTER AND SAFER ROAD GRIP. 


UNIT TREAD AND SIDEWALL PREVENTS 
SEPARATION. 


FLEXIBLE BALLOON WALLS. PROTECTION 
AGAINST SIDEWALL BREAKS, INCREASED 
RIDING COMFORT. 


INDIVIDUAL RUBBER INSULATED CORDS. 
UNIFORM TENSION ELIMINATES FRICTION 
INSURING LONGER TIRE LIFE. 


PROPER TREAD WIDTH. NO EXCESSIVE 
OVERHANG—A FACTOR. IN SCIENTIFIC 
TIRE BALANCE. 


REINFORCED BEAD CONSTRUCTION ADD- 


ING GREATLY TO TIRE STABILITY. 
HE HARDWEAR TIR = 
DOUBLE CABLE BASE PROVIDING PER- 


FOR FECT RIM ANCHORAGE. 
H E H A R DWA R E T R A D “The recollection of quality remains long after 


the price is forgotten.’’—E. C. SimMons 


SIMMONS HARDWARE GOMPANY 
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Current Orders for Seasonable Goods 
Are Nearly Normal in Chicago Territory 


Cuicaco, June 24, 1930. 

Orders for most seasonals are little, 
if any, below normal. Compared with 
former peaks, however, the current 
curve seems flat. Nearly all hardware 
staples are moving at a fair rate, if pre- 
vious high records can be forgotten. 
Quality house furnishings are off. No 
sign of abatement appears in the strong 
demand for sporting goods and the av- 
erage customer is not inclined to shy at 
cost. Steadiness still characterizes the 
market, barring two or three minor 
fluctuations. Copper is weak. Weather, 
intermittently warm, cool, wet and dry, 
influences day-to-day trade with the re- 
tailers. The close of school and the 
opening of the vacation season are both 
generating the usual summer business, 
which, in the case of most outdoor 
equipment, rises to the level of the un- 
usual. 


SOME PRICES ARE LOWER 

With two exceptions, the market 
holds steady. Window glass has de- 
«lined about seven per cent, one point 
having been added throughout the line 
to former discounts. The new dis- 
counts are: Single-strength A window 
glass, 86 per cent off the list; double- 
strength A, 86 per cent off; single- 
strength B, 88 per cent off; double- 
strength B, 88 per cent off. The usual 
10 per cent additional discount for 
large orders still prevails. Automobile 
tires constitute the other exception, 
standard companies having publicly an- 
nounced a_ reduction approximating 
five.per cent on most regular sizes; 
this, they explain, is made possible by 
the continued extremely low price of 
crude rubber. High quality tires are 
thus brought to the lowest level that 
has ever prevailed in automotive an- 
nals. 


WIRE GOODS ARE ACTIVE 


Sales of lawn fencing and gates have 
been very active, fully up to the move- 
ment of a year ago, with a steadily 
growing demand for 16-inch and 22- 
inch flower-bed _ border. Popular- 
priced lawn gates have been selling 
freely. All makers of nails and wire 
declare the present carload price basis 
is below cost of production; though no 
immediate market recovery is in sight, 
the trade considers current levels fair- 
ly proof against further considerable 
decline. Manufacturers of handled 


axes have made no price changes in 





AT A GLANCE 


Window glass and automobile tiré 
prices have been reduced. Other 
prices are fairly steady and un- 
changed. Summer merchandise is 
in good demand in near normal 
proportions. Staple lines are less 
active than is usual at this season. 
Present indications poimt toward a 
gain in building operations during 
the last half of the year. Among 
the most active items, the following 
are prominent at present: screen 
wire, lawn fence, screen doors, win- 
dow screens, dairy wares, vitalizers, 
canning equipment, lawn and gar- 
den goods, sporting goods, vaca- 
tion supplies and camping as well 
as touring accessories. The credit 
situation is considered satisfactory. 











their line for several seasons; as‘a re- 
sult, dealers are slow to order futures, 
though no alterations expected 


through the rest of 1930. 
SCREEN DEMAND IS GOOD 


For the medium and better quality 
screen doors and screens, a good de- 
mand is evident, with the cheaper 
grades somewhat off in volume; sales 
of doors and screens with galvanized 
cloth are increasing proportionately. 
Prices in builders’ hardware are hold- 
ing fairly firm; signs indicate that 
there will be more building over the 
last half of the year than during the 
first half; as is so generally known, 
there is abundant room for improve- 
ment in this field. Scythes and snaths 
are moving well without price changes 
and should continue to do so for two 
or three more weeks. Mechanics’ tools 
are quiet. Recent rains have acceler- 
ated orders for lawn mowers. Chain 
manufacturers report no present indi- 
cation of a price change at the opening 
of the third quarter. Retailers are 
keeping up their stocks of small coil 
chains for domestic repairs, a good 
many of them having installed effective 
chain display racks; porch chains for 
replacement are selling freely. 


SUMMER WARES ARE LIVELY 


Vitalizers, or humid-air pans for me- 
chanical refrigerators are the most ac- 
tive items in enamel ware; they come 
in five sizes with interstices at the top 
designed to afford just the degree of 
ventilation to keep green vegetables 
fresh and crisp. With the canning sea- 


are 
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son at hand,-equipment for that purpose 
is beginning to move rather briskly; 
glass jars and tomato cans remain vir- 
tually at their 1929 price levels. 


VACATIONS STIMULATE TRADE 


Sporting itéms of every seasonal sort 
are responding to high-tide demand. 
Fishing tackle and golf supplies are 
especially active. Horseshoe pitching, 
for years so popular in the country, is 
now also a big-city game; at this writ- 
ing a horseshoe tournament is raging 
on Chicago’s west side. The game is 
gaining popularity also in camps and 
summer resorts. To the wholesale 
hardware trade this sport development 
brings a substantial consequence in the 
form of orders for pitching outfits from 
dealers. Juvenile wheel goods are be- 
ginning their mid-year movement ; with 
the closing of the schools, the call for 
velocipedes particularly strong. 
Porch and lawn swings and outdoor 
furniture generally are generating busi- 
ness for many dealers who stock them. 

Pocket-knives, hunting knives and 
fishermen’s knives are commencing to 
sell rather freely to the summer trade. 
Thousands of vacationers, young and 
old, are buying such items. Wrist and 
pocket watches are moving under the 
influence of the same urge. The play- 
grounds are full of boys and girls joy- 
fully consuming the output of sporting 
goods factories, and receding stocks at 
the wholesale houses give plenty of tes- 
timony to the strength of the move- 
ment. Tourists headed for the moun- 
tains, lakes, streams, woods and sea- 
shore are buying, or planning to buy, 
equipment of many kinds for their 
pleasure, comfort and convenience, from 
expensive camping outfits to low-piced 
timepieces. 


CREDITS LITTLE CHANGED 


Not much change is noticeable in the 
credit situation, which, considering 
some of the factors interpreted as nega- 
tive, persists in maintaining relatively 
good health. Collections, if not exactly 
easy, are far from hard. Outstandings 
are about what they should be at this 
time of the year. There seems to be a 
somewhat easier flow of business in the 
rural and semi-rural communities than 
in the industrial areas. For the most 
part, agriculture, about which so much 
bitter complaint has been registered by 
farmers in seasons past, is steadily 
showing consistent improvement. 
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DISTINCTIVE FEATURES 











A FULL ROAD CONTACT TREAD INSURES 
EVEN WEAR. 


MORE COMPACT TREAD DESIGN. A 
BETTER AND SAFER ROAD GRIP. 


UNIT TREAD AND SIDEWALL PREVENTS 
SEPARATION. 


FLEXIBLE BALLOON WALLS. PROTECTION 
AGAINST SIDEWALL BREAKS, INCREASED 
RIDING COMFORT. 


INDIVIDUAL RUBBER INSULATED CORDS. 
UNIFORM TENSION ELIMINATES FRICTION 
INSURING LONGER TIRE LIFE. 


PROPER TREAD WIDTH. NO EXCESSIVE 
OVERHANG—A FACTOR. IN SCIENTIFIC 
TIRE BALANCE. 


REINFORCED BEAD CONSTRUCTION ADD- 
ING GREATLY TO TIRE STABILITY. 


HE HARDWEAR TIR | 
FOR DOUBLE CABLE BASE PROVIDING PER- 
7 FECT RIM ANCHORAGE. 
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CLEVELAND: 


(Cleveland office of HARDWARE AGE) 
CLEVELAND, June 24.—Hardware business is fair, although some- 


what below June last year when the market was brisk. The num- 
ber of orders received by jobbers is fairly large but the average is 
Retailers are keeping their stocks low and buying 
only what they need. Business is well divided between staple and 
Steel goods continue to move well and other 
merchandise that is active includes window screens, door screens, 
garden hose and accessories, grass hooks and shears, cookers, rope 
In sporting goods lines fishing tackle and golf 
Builders’ hardware remains 


rather small. 


seasonal merchandise. 


and binder twine. 


equipment continue to move well. 


rather quiet owing to the limited activity in the building field. 


Not many price changes are reported. Jobbers have advanced 
night latches following the recent advance by manufacturers. Auto- 
mobile tires and tubes have declined 214 to 714 per cent. 
seed prices for next season have been named, these being 2 cents 
per pound higher than for this year and some orders are already 


being taken for delivery next spring. 
Collections generally are satisfactory. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. CLEVELAND. 


BOLTS AND NUTS. 


Carriage and machine bolts and lag 
screws, cut thread, 60 and 10 per cent 
off list; % x 6 in. and smaller bolts 
with rolled thread an extra 10 per 
‘cent discount. 


BINDER TWINE. 


Best grade, $6.11% per bale; second 
grade, $5.73% per bale; car lots 12%c. 
lower per bale. 


BUILDERS’ HARDWARE. 


In case lots, lock sets, $5 per doz.; 
heavy strap hinges, 6 in., $1.55 per 
doz.; 8 in., $2.40 per doz.; extra heavy 
x hinges, 6 in., $1.80 per doz.; 8 in., 
$2.70 per doz.; 10 in., $4.25 per doz. 
Butts, case iots, 3 in. and 3% in., 
l6c. per pair; 4 in., 21c. per pair; 
for less than case lots, all sizes are 
2c. per pair higher. Butts with sand 
blaster finish are 4c. per pair higher. 
Ornamental hinges, standard finish, 
$1 per doz.; nickel finish, $1.20 per 
doz.; sand blast finish, $1.15 per doz. 


COOKERS. 


No. 20 Conservo, $8 ea. 


FENCE, LAWN. 


Ornamental, style F, 36-in., 22c. per 
ft.; 42-in., 24c. per ft.; 48-in., 28c. per 
ft.; style L, 36-in., 16c. per ft.; 42- 
in., 18c. per ft.; 48 in., 20c. per ft.; 
Dealers’ discount 60 per cent. 


GALVANIZED WARE. 


Pails, competitive line, 10 qt., $2.25 
per doz.; 12-qt., $2.50 per doz.; 14 qt., 
$2.65 per doz.; 16-qt., $3.25 per doz. 

Tubs, 10-gal., $6.15 per doz.; 14-gal., 
$6.95 per doz.; 17 gal., $8 per "doz. 

Garbage cans, 4%-gal., $7.10 per 
doz.; 64%-gal., $8. 30 per doz.; 9%4-gal., 
$8.60 per doz.; 101%4-gal., $9.80 per doz. 

Watering pots, best quality, 4-qt., 
$5.75 per doz.; 6-qt., $6.75 per doz.; 
8-qt., $7.20 per doz.; 10-qt., $8.25 per 





doz.; 12-qt., $9.75 per doz.; 16-qt., 


$12. 35 per doz. 


GARDEN HOSE. 


Black, double braid, molded % in. 
in bales, Tic. per Ib.; same % in 
8%c. per Ib. Red, double braid, 
molded in bales, % in., 7%c. per Ib.; 
% in., 8%c. per Ib.; 56-ft. sections, 
coupled, %c. per lb. higher for both 
grades and sizes. 


GARDEN PLOWS. 


‘orest City, $2.75 each; G2 Amer- 
ican Gardner, $4.50 each; Easy garden 
Raiser No. 8%, $5.80 each; No. 10%, 
$6.10 each. 


GRASS CATCHERS. 
Perfection, 12 x 16 in., $8 per doz.; 
16 x 20 in., $9 per doz.; Easy-Empty- 
ing, 12 x 18 in., $10.75 per doz.; 16 x 
22 in., $13.50 per doz. 


GRASS HOOKS. 


No. 10 Clearcut, $5.25 per doz.; 
Forest City, $3.60 per doz.; Little 
Giant, $3.25 per doz.; Komet, $2.40 
oer doz.; Atkins, Perfection, $4.75 per 
oz. 


GRASS AND PRUNING SHEARS. 


Goodwin grass shears, No. 10, $13.80 
per doz.; No. 20, $10 per doz.: Clear- 
cut, No. 800, $6 per doz.; No. 1000, $10 
per doz.; Wise, No. 600, $12 per doz. 
Doo-Klip grass shears, $10.80 per 
doz.; Doo-Klip long handled grass 
shears, $18 per doz. 

Pruning Shears. — Clearcut, No. 
1104, $11.50 per doz.; Pexto, No. 60, $8 
rer doz.: No. $3.50 per doz.; No. 
KOS. $7.25 per doz.: Doo-Klip pruners, 
$10.80 per doz. 


GRASS SEED. 


Excelsior 3lic. per lb.; Pan Amer- 
ican 26c. per lb.; Shady spot 36c. 
per Ib. 


Grass 





Current Business Has Fair Status 
Some Price Changes Were Made 


LAWN GOODS. 


L. R. Nelson Mfg. Co., Perfect 
Clinching hose couplings, $1.90 per 
doz.; female ends, $1.30 per doz.; Per- 
—— _Clinching host menders, 80c. per 

Rainbow nozzles, $3.80 per doz.; 
pe Ey Rotary, $11.60 per doz.; 
Crown, $5.75 per doz.; Crest, $5.65 per 
doz. 


NAILS AND WIRE. 


Nails.—Factory shipment, car lots, 
$2.30 per keg.; less than car lots, 
$2.40 per keg for factory shipment 
and $2.50 per keg for stock shipment; 
other products for stock shipment: 
No. 9 galvanized wire, $3.05 per 100 
lb.; No. 9 annealed wire, $2.60 per 
100 1b.; polished fence staples, $2.90 
per 100 lb.; galvanized fence staples, 
$3.15 per 100 lb.; coated nails, $2.50 
per keg. 

Barbed Wire.—Lyman 4-point cattle 
wire, $2.88 per 80-rod spool; hog wire, 
$3.12 per 80-rod spool. 


NIGHT LATCHES. 


No. 26, 60c. ea.; No. 20, 70c. ea.; 
No. 33, $1 ea.; No. 36, $1. 10 ea., No. 


042, $1.50 ea.; No. 42, $1.65 ea.; No. 
040, $1.30 ea. 
POULTRY NETTING. af 


Galvanized after weaving, 60 per 
cent off list: galvanized before weav- 
ing 60 and 10 per cent off list. 


PAINTS AND VARNISHES. 


Mixed paints, first quality, $2.90 to 
$3 per gal. for colors, and $3.05 to 
$3.10 for white. 

Turpentine in drums, 52c. per gal.; 
in 5-gal. lots, 78c. per gal. 

Linseed oil in drums, $1. 14 per gal.; 
in 5-gal. lots, $1.32 per gal. 

White lead in 100 lb. kegs, 13%c. 
per lb.; in 50 and 25 Ib. kegs, 14c. 
per lb.; in 12% Ib. kegs, ge per Ib. 

Quantity discount, 500 Ib. to 1 ton, 
10 per cent. ag ton or thay 10 per 
cent and 4 per cent. 

Enameling inctineth, $1.20 to $1.65 
rer qt. 


RUBBISH BURNERS. 


Canco No. 51, $4.20 each; No. 81, 
$5.35 each; Cyclone Catchall, $21 per 
doz. 


SCREEN DOORS. 


No. 288. 2.6 x 6.6, $19.25 per doz.; 
, ona $20 per doz.; 2.8 x 6.8, $20 per 
doz. x 7, $20.75 per doz.; 2.10 x 
6. 10, ‘sbi oe per doz.; 3 x 7, $22 per dos. 


PANEL DOORS. 


With galvanized wire, No. 315, 2.8 
x 6.8, $29.75 per doz.; 2 

per doz.; 2.10 x 6. 10, 
3 x 6.8, $32.75 per doz.; 3x .60 
per doz. 


PREPARED ROOFING. 


Common grade, light, 82c. per sq.; 
medium, $1 per sa.; heavy, $1.18 per 
sq.: better grade light, $1.03 per 4 
medium, $1.32 per sq. heavy, $1.5 
per sq 

Slate surface roofing, $1.77 per sq. 


SHEATHING PAPER. 


A grade 85c. per roll, B 60c. per 
roll; C 45c. per roll. 


WINDOW SCREENS. 


Wood, extension 10 x 30, $2.95 per 
doz.: 15 x 33, $3.40 per doz.; 18 x 33, 
$3.75 per doz.; 24 x 33, $4.45 per doz.; 
24 x 37, $4.70 per doz.; 28 x 33, $5.25 
per doz.; 28 x 37, $5.60 per doz. 


Reading matter continued on page 78 
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INSULATED 
FENCES 
STEEL FENCE POSTS 
AMERICAN 
STEEL GATES 
PROTECTOR 
POULTRY FENCE 
UNION LOCK 
POULTRY FENCE 
BANNER 
POULTRY FENCES 
OULTRY 





Sell these Fences for You 


First: The strongest advertising campaign back of any brand message to every prospective fence buyer—hammer 
of fence. Second: quality so high that every farmer recog- home the advantages that these superior fences offer — sell 
nizes it—these are the facts that enable American Steel & the need for balanced farming—and point out your store 


Wire Company dealers to estab- 7 as fence and post headquarters. 
Zine I TLTELL ed 


lish record sales. Now is the time to act—if you 
are not handling Zinc Insulated 
Fencing, orour steel fence posts, 


write for full details. 


In leading farm papers, full and 
half page advertisements in 
color, carry the Zinc Insulated 














208 S. La Salle Street, Chicago : 30 Church Street, New York 
Other Sales Offices: Atlanta Baltimore dieiacaadinds Boston Buffalo Cincinnati Cleveland Dallas 


Denver Detroit Kansas City Memphis Milwaukee Minneapolis-St. Paul Oklahoma City Philadelphia 
Pittsburgh Salt Lake City St. Louis Wilkes-Barre Worcester 


U. S. Steel Products Co.: San Francisco Los Angeles Portland Seattle Honolulu 
Export Distributors: United States Steel Products Co., 30 Church St., New York City 
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TWI N € TI ES General Conditions Are Fairly Good 
| * Collections Are Holding Up Well 


(Minneapolis office of HARDWARE AGE) 


MINNEAPOLIS, MINN., June 24.—General conditions in the North- | 


west tributary to the Twin Cities are fairly good, as to current busi- 
ness, although trade has been somewhat lagging during the past 
few weeks. Crop reports continue to be very encouraging from all 
parts of the territory, which points to increases in sales within a 
few weeks. 

Vacation and outing supplies are selling well. Fishing tackle is 
very much in demand, with the fishing season now open in all parts 
of the territory, on game fish. Minnesota and Wisconsin are be- 
coming the mecca for an increasing number of tourists for the 
summer months, and dealers in all lines are recognizing the value 
of this trade. 

Collections are holding up well, on the average, with indications 
that improvement in this particular will be experienced soon. Farm 
products continue at a low level, and act as a retarding influence on 
both sales and collections. 

Prices are holding steady, showing no changes for this week. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. MINNEAPOLIS AND ST. PAUL. 


—— ad GALVANIZED WARE. 

Single bit, base weight, unhandled Standard galvanized pails, 10-qt. 

axes, $15.00 to $16.50; double bit, $2.70; 12-at., $2.85: 14-qt. $3. 10; pee 
$20.00 to $21.50; single bit, handled, pails, 16-qt., $4.70; 18-qt., $5.50; 
$19.25; double bit, handled, $24.25 standard tubs, No. 1, $7.15; No. 2, 
doz., net. $8.00; No. 3, $9.35; ‘heavy, No. 

$13.20; No. 2, $14.40; No. 8, $15. 66 
BOATS. doz. net. 


Carriage and machine bolts, 60-10 GLASS AND PUTTY 


per cent; stove bolts, 75-10 per cent, 


and lag screws, 60-10 per cent from Single and double strength A grade 
standard lists. glass Minnesota prices, 83 per cent 
from lists; strictly pure putty, in 50- 
BRADS. Ib. steel drums, $5.35 cwt., net. 
Wire brads, in 25-lb. box at 75 per GRASS SHEARS. 
cent from lists. ‘“Doo-Klip’” grass shears, $10.80 


doz.; ‘‘Do-Klip” long handle grass 


BUILDING PAPER. shears, $18.00 doz. net. 


ted ized buildi 
$2. BS nd aaeed wet: $3. a0 Gt hot. ICE CREAM FREEZERS. 


s165) Whi qt., Fates 75¢.; $413: 
65; ite ountain, 4-qt., $4.13; 
_CHAIN. 8-qt., $6.75 each net. - 
Log chain, coppered, 4% x 14, $1.56; 
5/16 x 14, $2.11; % x 14, $2.89: self LAWN GOODS. 
colored, \y, x 14, $1.40; 5/16 x 15, $1. 88; Nelson’s Perfect Clinching hose 
% x 14, $2.54 age Proof coll jghain, couplings, $2.25 per doz.; Perfect 
4 in., ‘ in. 3 n., Clinching hose menders, 90c. r- doz. 
$26.18; 5 in., $41.82 per 100 ft. ¥ - - 
' ; LAWN HOSE. 
BUILDERS’ HARDWARE. Competition, %-in., 3eply, 5%4c.; 
Steel butts, 344 x 3%, old copper my ae Pon” iaken’. A ican 
or dull brass finish, less than case tan Whipcord Molded, %-in., in 500- 
lots, 16%c. per pair; 4 x 4, old cop- ft. bales, black, 7c.; red, 7%c. ft.; 
per or dull brass finish, less than coupled in 50-ft. lengths, black. 


case lots, 22c. per pair. Heavy steel, 
bevel inside sets, $8.00 per doz. sets. 


5-in., $7.30; red, $7.80 per 100 ft.. 
Steel, bit-keyed front door sets, $1.20 net. 


per ‘set; wrought brass, bit-keyed 
front door sets, $2.40 per set; Sroumn LAWN MOWERS. 
brass, cylinder front door sets, $4.75 Philadelphia, Tes A, 15-in., $18.00; 
per set. All lock sets quoted in old 17-in., $20.25:  19-in., '$22.50; | 21-in., 
copper finish. $25.00 each, net. 
EAVES TROUGH, CONDUCTOR pape oso neck, 8-gal., $2.50; 
PIPE AND ELBOWS. 10-gal., $2.70 each, net. 
Eaves trough, 28-ga., 3-in., slip NAILS. 


joint, 5-in., in crates, $5.25; 6-in., 


$6.40; conductor pipe, 3-in., in crates, Standard wire nails and cement 





not nested, $5.10; 4-in., $7.15 per 100 coated wire nails, $2.75 per 100-Ib. 
ft.; elbows, 3-in., $1.73; 4-in., $2.88 keg base. 
oe ae POULTRY NETTING. 
FILES. Hexagon, 63% per cent from lists. 
First quality files, 50 per cent, and PRUNERS. 
el brands, 60-10 per cent from “Doo-Klip’’ pruners, $10.80 doz., 
st. net. 


Reading matter continued on page 


| REGISTERS. 
Cast iron or wrought steel regis- 
ters, 40-10 per cent from lists. 


| 

| 

| ROPE. 
| Best grade manila rope, 22c. 1b.; 
second grade, 18c. !b.; best grade 
sisal rope. 17%c. lb.; second grade, 
16%c. Ib 


ROLLER SKATES. 

Union line, extension, web heel and 
= straps, plain steel rolls, 75c. per 
pair. 

Same for boys, with self-contained 
ball bearing wheels, $1.45 pr. Same 
for girls, with self- a ball 
bearing wheels, $1.45 p 

Chicago line, No. T8i, $2.65; No. 
183, $2.75; No. 185, $2. 75; No. 101, 
$1.35; Nos. 193 and 105, $1.40. 


SANDPAPER. 

Best grade sandpaper, No. 1, 98c. 
per box of 75 sheets; second grade, 
No. 1, 74c. per box of 75 sheets; gar- 
net, No. 1, $15.68 per ream, net. 


SASH CORD AND WEIGHTS. 
Sash cord, best grade, 58c. lb. base; 
second grade, 3lc. lb.; third grade, 


25c. lb. base; net and cast iron sash 
weights, $1. 95 ewt., net. 
SCREWS. ~ 


Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
cent; round head blued, 40 per cent; 
flat head brass, 424% per cent; round 
head brass, 37% per cent from lists. 


SCREEN DOORS AND WINDOWS. 
Doors, common, 2-8 x 6-8, $1.65 
each; fancy, $2.60 each; screens, Con- 
tinental, extensions, 24-in., $9.75 doz.; 
Wabash, extension, 24-in., $5.35 doz., 
net. 


SOLDER. 
Warranted half and half solder, 
22%c. lb., and strictly half and half 
solder, 23%c. lb., in 100-lb. boxes, net. 


STEEL SHEETS. 
Galvanized steel sheets, 24-ga. 
(base), $4.30; black steel sheets, 24- 


ga. (base), $3.70. Armco galvanized 
steel sheets, 24- -ga. (base), $6.25 cwt., 
net. 

TIN. 


Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofing, 20 x 28, 8 lb., 
coating, IC, $14.75 box, net. 


TIRES AND oe 
Mansfield tires, x 3%, Liberty 
cord, $4.17. Matneneld heavy duty 
oversize, Liberty, 32 x 4, $7.95. 
Mansfield heavy duty, 92 x 4, $10.50. 
Mansfield double service, 29 x 4.50, 
$10.68. Mansfield double service, 32 


1.74. 

Tubes, 30 x 314, Mansfield, $1. = 
Tubes, 29 x 4.40, Mansfield, 
Tubes. 30 x 3%, Liberty, 90c. sehen. 
29 x 4.40, Liberty, $1.13. Tubes, 32 
x 6.00, Liberty, $1.99. 


WHEELBARROWS. 

Hardwood stave trays, $34.20 doz.; 
selected hardwood stave trays, $40.80 
Goz.; tubular steel trays, 4% ft. ca- 
pacity, $7.20 each; Gopher garden, 
$3.75 each; American garden, $6.25 
cnet, net. 


WIRE. 

Galvanized barbed cattle wire, $2.77 
per 80-rod spool; special galvanized 
barbed ~~ wire, $2.96 per 30-rod 
spool; No. 9 (base), smooth, galvan- 
ized wire, $3.35 cwt., and No. v; 
smooth, black wire, $2. "90. 


| WIRE CLOTH. 

Black painted, 12 x 12 mesh, $1.65; 
| aluminum finish, 12 x 12 mesh, $1. 85 
| per 100 sq. ft., net. 
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PAsyY tO SstT. VY 
iw J RST FO SELL 


It’s easy to get True Temper Tools—to maintain a complete 
stock—to have what your customers ask for—without carrying 
a big stock and tying up a lot of money. These tools also sell 
fast—speed up your turnover—and here are the “reasons why.” 


FIRST: True Temper Tools are distributed by legitimate hard- 
ware jobbers. There is one near you who has a complete stock 
of these tools. 


SECOND: Our factories are located to serve each section of the 
country with the tools most popular in that section. It is there- 
fore easy for your jobber to maintain his stock and supply you 
promptly. 


Factories in the East Factories in the Mid-West 
Wallingford, Vt. Ashtabula, Ohio 

Geneva, Ohio 

Jackson, Mich. 
Factories in the West 
Montrose, la. 
Fort Madison, la. Memphis, Tenn. 


Factories in the South 


THIRD: True Temper Tools are the best that can be made—we 
guarantee this. They satisfy and please your customers. 


FOURTH: True Temper Tools are advertised in national farm 
and garden magazines. 


THE AMERICAN FORK & HOE CO. 


General Offices—CLEVELAND, O. 
Makers of Farm and Garden Tcols for Over 100 Years. 





Lar rereereeeeniaiail 
carDEN IQOLS 












HARDWARE AGE for JUNE 26, 1930 


KR OSTO , Jobbers Sales Indicate Improvement 
$ Few Price Revisions Are Effective 


(Boston office of HARDWARE AGE) $5.40; 14 in., $5.80; 16 in., $6.20; 18 in., 
BOSTON, June 24.—Local and northern New England jobbers’ yar or rotary, $12.80 a 
sales clearly indicate that retailers served in these districts are do-| $43 ach. “Dalian, revolving, “68 “a 
ing more business. Reports from Rhode Island jobbers are incom- doz. . 

plete, but the fragmentary information at hand strongly suggests oct teatenar, $8 mom, NOt; OTe” 




















































that retailers in that State and in eastern Connecticut also are enjoy- | fender, *$2.66 a erose, net MO? 
ing better business. Taking New England as a whole it appears roller bearings, No. 5, $12,70 each net: 
that retailers in the lower halves of Maine, New Hampshire and No. 7, $14.60; No. 9, $16.50. | With 


° - plain ‘bearings, No. 2, $8.55; No. 4, 
Vermont have something of an edge on those in other New England $10.15, ia ee aa a ie 
| States. Local jobbers report that while their daily orders received $3.25" each, net; LaMathe, No. 100, 
call for considerable standard merchandise, such as fencing, screens, “Catchers.—Grass, Easy Emptyin ing, 
screen doors, lawn mowers, demand for outdoor games, tennis goods, a fo ee ee 


toy boats and similar goods is increasing very fast just now. a flooks.—Grase, Lawn King, $6.50 
. oz. net; awn ueen, > e 
A year ago we had an early dry spring followed by a rather wet Giant, $5.25; Reliance, $3.00; Nolin’s 


summer, and conditions so far this season have been similar. Never-| $240. Golonbia Nant '$4.007 omer, 


theless, indications are that jobbers’ June sales will run ahead of | *” 

those for this month, last year, and retail sales in all probability will | RAKES. 

make an equally good showing. The recent crash in security values | 1 4f7*$$, 7) C2r’qn, Wautinetes® By: 
has had little visible effect on retail trade as yet, and strange as it ~~ ff a i. a 35; No. 114, $10.10; 
may appear the credit situation is steadily improving despite the Fakes—Lawn, steel, 24 tooth, No. 
fact that both jobbers and retailers say they are carrying a lot of Bets: footh, 2X" Cg gt 


slow accounts. Retail dealers’ stocks are well balanced, yet not ex- gy een nes re 
cessive, and therefore about as liquid as is possible. Sentiment gen-| — ¢732*°%jo7 78%. “Heeb Tee. 2. Gonos 
erally is more optimistic than it has been in several months and the |« "hakes—Road, No. X14, $13.13 a 
general hardware situation appears healthy. No important price i aa st th, Be 
changes were announced the past week. G54, 918.0 os Oe. ee $12.55; 


1% in. teeth, No. G16, $12 
Rakes. —Lawn, bambo, ‘iniee with 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO brass trimmings, $7.50 a Gos. net; 


green lacquered, 18 in., $4; mabo, 18 








RETAILERS, F.O.B. BOSTON. in., $3; extra heavy, natural wood 

. 0 0 handle, No. 30, $9; spring steel, Rubs, 
32 teeth, $6. 

BOATS (TOY). CLAM DIGGERS. RINGTOSS. 

Mechanical.— Tom Thumb line, Clam Diggers. — No. 417, 16 in. Deck.—Regular, No. 602, $8 a doz. 
Speedster, No. 54, $4 per doz. net; handle, $12.55 per doz., net; No. 0026, on : ae 3. 
Flash, No. 55, $8; Freight, No. 257, 26 in. handle, $11.60; No. 000PL, 26 net; rope, No. 16, $4; Junior ring, § 
$8; Tugboat, Columb‘a, $8; Speed. in. handle, $15.34; No. 30PL, $14.55. 

Fiying Yankee, No. 65, $30; No. 68, : SCYTHES AND SNATHS. 

; No 

Merete. . . CROQUET SETS. Scythes.—Little Giant, grade 1, B, 
_Sailing.—Seaworthy, No. 121, $2; Croquet Sets.—Eight ball, No. AA $17 a doz. net; bramble, $17.50; brush, 
No. 126, $4; No. 123, $4; No. 125, $8; (maple), $6 a wot. net: No. $4 25° $17.50; a swift cutter, one piece brush, 
No. 187, $12; No. 142, $16; No. 0137, maple), a set, net; No. N, $4.25; $13.50, one piece grass, $13. 
$16 No. 146 20 N 1 . No. B, $3.40; No O, $2 35; No. H, 4 4 
5149, $28: No. a. 332: od eee do: $2.80. Gnathe—-ha, a sieco” a doz. 
- : , Croquet Sets._Four ball, No. AA%, net; brush, No. 105, -00. 

No. 163, $60; No. 66, $80; No. 167, $120. $4 Soa set, net, No. G, 8 ‘0, on : Stones. —Western, Red End, $1.10 
roquet Sets.— ren’s, four ba oz. ne erea 
CAMP GOODS. $1.08 2 set, net. Sed am, one Green Mountain, 
. 1 ac amon 

Knives.—With sheath, No. RH4, 
$8 a doz. net; Estwing, No. E600; Boy FIRE KINDLERS. English, 43c._ each; Si00a “ oi 
, mero + 60, $1.34 each net; Girl Fire Kindlers.—Dixie, 8 bricks to agara Aloxite, No. 188, $2.15 a dos. 
cout, $1.34. . ; package, 30 packages to case, $6 a net; No. 190, $2.15; No. 191, $2.54; 

Compasses.—No. 182, 84c. each net; case net. 192, $2.54. 
ae oe: i TH0- tet rs $l4a 
oz. net; No. 1770, 1% in., ; jeweled, 
sacl ngigy Meer bare wee Kan-U-Katch, No. 114, $2 sah rennet titive, No. 202, 

f > a — -U- ch, ; ; onge Balls..—Competitive, No. 
oes: ee. a doz. net. Fly-N-Top, $8 a doz. S0e’ a doz, net: No. 203, $2." No. 888, 

‘ 4 tie ees Junior Baseball, 75c. a doz. net; 

Stoves.—Standard makes $6.25 to LAWN ACCESSORIES. White Star, No. 8172, 40c., No. 8775, 
$8.5¢ -each net. ; Hoses—Rubber, garden, Commer- $7; White Star striped, No. 5, $3.20, 
_ Pedometers.— One hundred miles cial, 5 in., 6%c. per ft., net; Leader, No. 6, $4: White Educational, No. 
capacity, $1.65 each net. % in., 6%c.: 5 in., T%C.; Vigilant, 8480, $2; Tennis ball, $2; Miller giant 

Watches.—Stop, $1.75 each net. % in., 8%c.; Olympia, % in., 8%c.; beach, No. 3858, $12. 

ieee Luck, 10%c.; Bull Dog, % in., 
sec. 
CANNON (TOY). Lawn Mowers.—Roller bearings, 16 TENNIS GOODS. 

Cannon.—Toy, Big Bang line, on in.,$18.25 each, list; 18 in., $19.50; Rackets.—Surprise, light, $2 each 
two wheels, No. 8F, $1.50 each net; 20 = $20.75; roller bearers, 16 in., net; Comet, light, medium and heavy, 
No. 12F, $2.50; No. 16F, $3.67. On $16.75; 18 in., $17.50; 20 in., $18.75. $3.35; All American, light, medium 
four wheels, No. 10W, $2; No. 6F, $1. p corte, A style, 11-5, 16 in., $12; 18 and heavy, $5.40; Eagle, light, me- 

Tanks.—Toy, -Army, No. 5T, 67c. in., $12, 20 in., $14._ Style, 10-4, 14 dium and heavy, $5.40; Eagle, light, 

h t in., $9.75; 16 in, $10.50; 18 in., $11.25; 
each net. 20’ in.. $i2 Style 9-4, 14 in. $9; 16 medium and heavy, $6.75. 

Pistols.—Toy, Big Bang line, with in., $9.50; 18 in., $10; 20 in., $16.50; Balls.—Penn, white, $4.25 a doz. 
holster, $1.34 each net. ball bearing, 16 in., special, style 8-4, net; red, $4.50. = & Ditson, 

Ammunition. — Baysite, in tubes, 14 in., $8.50; 16 in., $8.90; 18 in., $9.30; Championship, No. C., $4 a doz. net; 
1@c. each net; spark plugs, 6%3$c. each. special, style 8-3 plain bearing, 12 in., Viscoe covered, — $4. 30. 





Reading matter continued on page 82 
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7’ can buy steel to any standard specifica- 


ites Pam Aolt Ico] oL™) Ame [oXoLo MM oLo) MMU MRol ate MEN Z-9) 
making machinery. Then all you've got to do to 
make Empire bolts, nuts and rivets is to get hold 
of an organization of men most of whom have 
been working together from thirty to fifty years 
and many of whose fathers and grandfathers 
were working in the same plant 
MEN make institutions. 


RUSSELL, BURDSALL & @agsaeD 
BOLT AND NUT COMPANY 


ROCK FALLS, ILL. PORT CHESTER, N.Y. CORAOPOLIS, PA. 


PHILADELPHIA - CHICAGO - DETROIT + QAN FRANCISCO + LOS ANGELES + SEATTLE + PORTLAND 
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Pittsburgh Jobbers and Retailers 
Assert Demand Constant Although Light 


PitrsBurGH, June 24. 

The good business of May in seasonal 
hardware appears to have taken some 
toll of the buying that ordinarily would 
have come in this month. At that, how- 
ever, both jobbers and retailers are find- 
ing the demands upon them to be con- 
stant even-if they are lacking in vol- 
ume. Business might be called steady ; 
the same characterization can be made 
of prices. Changes are extremely few 
and unimportant. The recent recession 
in copper prices as yet has had no re- 
flection in the prices of the products of 
that metal; the answer is probably in 
the fact that the cost of the metal in 
manufacturers’ hands and in process of 
manufacture is well above the currently 


quoted prices. 


MAY SALES INCREASED 


The monthly report of the Fourth 
District Federal Reserve Bank covering 
last month made a favorable showing in 
hardware, with sales approximating 
nine per cent higher than those for 
April, although almost half that much 
under May of last year. Sales for the 
first five months of the year, on account 
of the good showing in May, made a 
slight gain in the direction of approach 
to the record for the same period last 
year. In a broad way, comparison of 
business in any line this year with 1929 
is a little unfair, since it is generally 
recognized that last year was abnormal 
in a number of industries and that as 
a general rule, when the swing of busi- 
ness is beyond what it should be natur- 
ally, the succeeding reaction is corre- 
spondingly severe. A comparison of 
this year with the average of the past 
four or five years would make this year 
appear in a more favorable light. 


EFFECT OF TARIFF 


The tariff act which went into effect 
last week is much discussed in hard- 
ware trade circles, but the more com- 
mon opinion, based upon casual exami- 
nation of the new rates in contrast with 
the old ones, is that it is improbable 
that the new schedules will seriously 
hamper a recovery in business. Metal 
schedules are much the same in the new 
as they were in the old tariff, and so 
many articles of hardware are made 
from metals that it is hard to figure out 
advances in prices that will hinder busi- 
ness. It is believed that the dire results 
predicted by so many of the daily news- 
papers are fears rather than possibili- 





AT A GLANCE 


Very few price changes of any 
importance. Recent reduction in 
the price of raw copper has not 
yet been reflected in the prices of 
hardware products of high copper 
content. Wholesalers and dealers 
declare that the current demand is 
constant although somewhat lack- 
ing in volume. May sales in the 
Pittsburgh territory made a favor- 
able showing. The tariff act is not 
expected to hamper a return to 
business normalcy. The steel indus- 
try continues to taper production. 











ties. Much that has been said of the 
retaliatory measures by foreign govern- 
ments that would follow the enactment 
of the Smoot-Hawley Bill, were said 
of the old tariff and did not eventuate, 
and the cost of living did not move up- 
ward following the application of the 
1922 law. Bankers with large invest- 
ments abroad no longer range on the 
side of high tariffs, but that can be 
readily understood, since any limiting 
of the imports of foreign goods means 
more difficulty for them in collecting 
their interest. If there is lessenug of 
toreign purchases it will take a very 
broad domestic demand for American 
goods to take up the production of 
American manufacturers, and as the 
latter must operate on mass production 
scales to achieve low costs, it is prob- 
ably a good guess that the trend of the 
American cost of living will be down as 
a result of the effort to market all that 
can be produced. 


LAWN GOODS LIVELY 

This year has been a fine year in the 
sale of garden hose; all local jobbers 
have done well and some of them never 
before had a better spring than this 
year. All kinds of lawn accessories 
have done well and the demand is not 
yet satisfied, although recent business 
has not been marked by real snap. Sales 
of screen wire goods were so heavy in 
May; which had some real summer 
weather, that demands now are rela- 
tively light by comparison with this 
period in other recent years. Now that 
the weather is favorable to camping 
and automobile touring, there is an in- 
creasing demand for lunch kits, vacuum 
bottles and camping outfits. Builders’ 


hardware still is slow, on account of . 


the limited amount of house building 


in this part of the country, which also 
explains a none too brisk demand for 
paints. But if householders are not 
painting the exteriors, they have been 
doing inside painting, and good demand 
exists for paints and enamels for that 


use. 
THE STEEL INDUSTRY 


Steel market activities still are on a 
tapering scale. The makers of line 
pipe for lines to convey crude oil, gaso- 
line and natural gas have not in recent 
years had so much business on their 
books as they have now. Line pipe, 
welded and seamless, in sizes from 6 in, 
to 24 in., is sold up for from four to six 
months, and it is probably conservative 
to say there is fully 1,000,000 tons of 
this class of pipe now on makers’ books. 
The most recent award announced was 
of 700 miles. of 10-in. and 200 miles of 
12-in. pipe for the Union Gulf Corpo- 
ration to carry crude oil for the Gulf 
Oil Corporation from Tulsa, Okla., to 
three new refineries to be built at Cin- 
cinnati, Toledo and Pittsburgh. This 
award, which amounts to 100,000 tons, 
was made a month or so ago to the Na- 
tional Tube Co., but it was only in the 
past week that the news was made pub- 
lic. The structural mills also have a good 
complement of work, notably in size- 
able structures in the East. But steel 
business has been sliding off so steadily 
in other products that line pipe and 
structural shape bookings are insuffici- 
ent to counterbalance the losses in other 
directions. The result is a further ta- 
pering off of steel ingot output, which 
for this and nearby districts is not over 
65 per cent of capacity. 

The railroads are not nearly as much 
of a buying factor in steel as usual. 
That is not hard to understand when 
attention is drawn to car loadings, which 
have been going down steadily for some 
time, and with them the earnings of the 
roads. ‘Railroads now are run on a 
business basis and purchases are dic- 
tated entirely by requirements and finan- 
cial ability to buy. 

Steel prices generally remain soft. 
While efforts are being made in the 
lighter lines to stabilize prices on the. 
basis of recently published minimum 
quotations, the desire by manufacturers 
for business still is strong enough to. 
lead to concessions. There is still a 
wide gap between quotations and prices. 
on bars, plates and shapes; notably the. 
latter, in which there is very keen com-. 
petition among the larger producers. 
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Trade in New England Survey 
Issued by Dept. of Commerce 


The United States Department of 
Commerce has issued a three volume 
Commercial Survey of New England, 
by Charles E. Artman and Edward F. 
Gerish. These volumes are based on 
the industrial census of 1925 and 
1927, supplemented by a large amount 
of data collected from commercial or- 
ganizations, public utilities, and sta- 
tisticians in the region, and extensive 
original investigations financed by the 
New England Council. 

Vol. I. Industrial Structure of New 
England; 591 pages with 46 maps and 
charts. Price $1.30. 

Vol. II. Commercial Structure of 
New England; 323 pages with 34 
maps and charts. Price 95c. 

Vol. III. Market Data Handbook 
of New England. 208 pages with 
four large wall maps. Price $1.75. 

These books are a mixture of sta- 
tistics and interpretative matter. In- 
dustries, their products and their local 
and national ranking and value are ex- 
plained and described. The trend of 
industry is shown to be one of healthy 
expansion in that section. Manufac- 
turing practices, wage incentives, dis- 
tribution, trade marks and national 
advertising are some of the points 
covered. A complete inventory of the 
industries and resources of New En- 
gland and the factors influencing its 
industrial life are given in the first 
volume. The second volume dis- 
cusses, in detail, the marketing regions 
and the last volume has complete data 
for each area on a township basis as 
to population, wealth, standards of liv- 
ing and trade outlets. 

The size of various establishments 
is indicated. Plated ware, cutlery, 
textile machinery, cutlery edge tools 
and firearms are some of the indus- 
tries particularly analyzed for that 
territory. 

The three volumes are available 
from the Superintendent of Docu- 
ments, Government Printing Office, 
Washington, D. C. 


National Carbon Plans 
Flashlight Sales Campaign 


Newspapers, magazines and_ radio 
broadcasts will carry a flashlight sales 
campaign for National Carbon Co. at the 
time when people are planning vacations, 
trips and tours for the summer months. 

To tie up with the advertising in 
magazines, papers and radio broadcasts, 
streamers and displays for indoor, out- 
door and window use are being provded. 
Two messages concerning flashlights will 
be broadcast over a nation-wide hook-up 
of 31 stations reaching from coast to 
coast, during the Eveready Hour, on the 
nights of July 1 and July 29. 





New Uses — 

For Dazey Churns 
bring new ses Sobbers* Dealers 

Theyre Wonderful for 

MIXING PAINT, LACQUER 














Thousands of Dazey churns are now in 
use by painters, paper-hangers, chem- 
ists, manufacturers of patent medicines, 
beauty lotions and preparations of all 
kinds that require emulsifying. You 
can recommend them as the best mix- 

ers of liquids on the market. 


PUT DAZEY GHURNS ON DISPLAY 

IN YOUR PAINT DEPARTMENT 
Order from Your Jobber 

Dazey Churn & Manufacturing Co. € 


Saint Louis, Mo. ? 




















ON THE OUTSIDE 
LOOKING IN— 


Even the inquisitive youngster with 
snub nose pressed against your window 
is a prospect for a pair of skates or a 
camp axe. 
The commuter, the farmer, the house- 
1 wife, all who pass your windows judge 
\ play you and your merchandise by your 
window displays. 
“Business goes where it is invited—,” 
and you will find the window display 
ideas appearing constantly in HARD- 
WARE AGE of great assistance. 


Don’t neglect your best invitation to 
new and increased business, 

















| 


NEES: 
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Hhana him a 
Maydole, lethim heft 
it, swing it. try its 
remarkable hang... 
the hammer will sell 
itself, the customer 
will buy without 
urging. 


You’ll sell more hammers if you 

display and recommend Maydoles. 

Your jobber can supply you with 

standard assortments or the styles 
and weights you need. 


Write for a free supply of Pocket 
Handbooks 23 “C” 


Waydole 
Hammers 


The David Maydole Hammer Co. Norwich N¥ 














Favorable Factors Predominate 
(Continued from page 33) 


ing effect of a price adjustment that 
recognizes the realities of the situa- 
tion. 

Current comments to the effect that 
we can have no revival of business 
without the stimulating influence of 
advancing prices are misleading. 
Prices of industrial raw materials and 
industrial products advance after a 
business recession only as a restlt of 
expanding activity, not as an origi- 
mating cause. In some cases they do 
act as a secondary stimulus after a 
revival is under way. 


Industrial Revival Need Not Await 
Farm Prosperity 

The case of domestic farm prod- 
ucts is slightly different from,that of 
minerals and foreign organic prod- 
ucts. Occasionally, as in 1879 and 
1924, American business has received 
a stimulus from a combination of 
good crops of export commodities 
and good prices caused by poor crops 
abroad. Farm prices may go up 
without any improvement in demand, 
because the supply is so largely de- 
termined by weather conditions, and 
the gain to the farmer more than 
offsets the impairment of the pur- 
chasing power of domestic buyers 
because the loss falls in considerable 
part on foreigners. But there is no 
necessary connection between farm 
prosperity and industrial activity. 
The strong revivals of 1922-23 and 
of 1928 did not wait on the recovery 
of agriculture from unfavorable price 
conditions. 

The money market situation has 
been neutral but is getting better. 
Short-time money is cheap and abun- 
dant. This is favorable as far as it 
goes, but a genuine revival of busi- 
ness cannot be financed on short-time 
money. Cheap bank credit helps in 
accumulating inventories and it helps 
to build a bond market, but it is not 
a substitute for a bond market. 
Money is cheap in a depression partly 
because of lack of commercial de- 
mand, but also because of an excess 
of supply which arises from the hesi- 
tation of lenders to tie up their funds 
in anything that is not safe and 
liquid. The fact that new security 
issues in May were the second highest 
on record is a highly favorable sign. 


Retail Buying Well Sustained 


Another most encouraging factor 
is the continued strength of retail 
trade. The combined March-April 
record of reporting large retailers 
was only 2 per cent below the very 
satisfactory figures of 1929. This 
is strong evidence that the root of 
the present difficulty is not in any 


drastic impairment of consumer pur- 
chasing power. The same conclusion 
is indicated by the fact, noted in The 
Iron Age last week, that.the corpora- 
tions which are reporting net earri- 
ings higher than last year are those 
corporations catering directly to the 
consumer and the worst records are 
those of concerns which produce 
capital godds. Clearly, the readjust- 
ment we have to deal with is a cor- 
rection of last year’s over-optimism 
on the part-of business men rather 
than an adjustment of business to a 
serious curtailment of actual con- 
sumption. 

Political factors need little discus- 
sion. The tariff bill is out of the way. 
In the writer’s judgment its provi- 
sions are not calculated to help the 
situation, but its passage will remove 
a factor of uncertainty which might 
have done more harm than will be 
done by the bill itself. There is no 
apparent prospect of other important 
political news during the summer, 
and political news is generally bad 
news. 

Finally, the precedents favor an 
early revival. Mild depressions are 
generally very short. Already by the 
precedents of 1924 and 1927 the re- 
vival is overdue. 

In summary, business activity seems 
to be stabilized, but at a disappoint- 
ingly low level. The favorable factors 
in the situation seem to outweigh the 
unfavorable factors and the logic of 
the situation suggests an early re- 
vival. 

Nevertheless the record of the past 
three months does not encourage 
optimism as to the adequacy of eco- 
nomic analysis and precedent to en- 
able us to date the revival. 


Large Radio Sales Increase 
Expected for Year 1930 


Retail sales of radio equipment during 
1930 should approximate $645,000,000, 
compared with $590,000,000 during 1929, 
if average sales per dealer during the 
first quarter, allowing for seasonal vyari- 
ation, are maintained during the remain- 
ing nine months, according to an esti- 
mate made June 3 by the Electrical 
Equipment Division, Department of 
Commerce, and the Radio Division, Na- 
tional Electrical Manufacturers Associa- 
tion, based on reports from 7,153 radio 
dealers. 

Out of the 1,460 known wholesalers of 
radio equipment from whom sales in- 
formation was requested for the first 
quarter of 1930, 348 who reported this 
information transacted business totaling 
$24,726,670, an average of $71,000 per 
dealer. 
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Competition of Modern Business Discussed 


by Carolina Convention 
(Continued from page 50) 


S. C., spoke on sources and kinds of 
competition, covering other hardware 
stores and non-hardware stores. H.C. 
Gabriel, Newton, N. C., spoke of com- 
petition between small and _ large 
towns, as to price and modern meth- 
ods. Meeting competition was covered 
by three members. William Dixon, 
Kinston, N. C., spoke of study of mer- 
chandise, prices, policies and methods 
and covered buying backward to meet 
price. Cooperation with suppliers and 
loss leaders and specials were spoken 
of by J. L. Barringer, Jr., Florence, 
N. C., and D. E. Turner, Mooresville, 
N. C., spoke on modernizing store and 
methods and of planned selling and 
advertising. C. A. Colmesnil, sales 
manager, David Lupton’s Sons Co., 
Philadelphia, Pa., spoke on “Modern- 
izing the Retail Hardware Store,” 
which was followed by a general dis- 
cussion and a summary of the session 
by Mr. Peterson. 

In the evening the association 
held its banquet at the Ocean-Forest 
Hotel, under the toastmastership of 
E. Walker Duvall, past president of 
the association. Mrs. J. F. Phillips, 
Marion, S. C., rendered some songs. 
John D. Nock, attorney, Cheraw, 
S. C., addressed the members on 
“Some Things That a Hardware Mer- 
chant Can and Cannot Legally Do.” 
Dancing followed the banquet. 

On Thursday morning the session 
theme was “My Job.” Hal L. Buck, 
Conway, S. C., spoke of his concep- 
tion of his job, his responsibility to 


customers, business, employees and 
community and discussed business poli- 
cies as to soundness, progressiveness 
and aggressiveness. Knowledge of 
merchandise and needs of community, 
keeping in touch with changing de- 
mand and control of stock were cov- 
ered by C. C. Hood, Hartsville, S. C., 
and D. C. Young, Spencer, N. C,, 
spoke of conttol of expense, margin, 
purchases and sales. Mr. Peterson 
summarized the session after which 
committees reported on _ resolutions, 
legislation in North Carolina and 
South Carolina, suggestions, griev- 
ances and nominations. Officers for 
the coming year were then elected. 
Mr. Foscue was elected president. 
Other officers are: first vice-president, 
J. Betts Simmons, Charleston, S. C.; 
second vice-president, D. E. Turner, 
Mooresville, N. C.; third vice-presi- 
dent, F. W. McKeel; and secretary- 
treasurer, Arthur R. Craig. The exec- 
utive committee consists of the above 
officers, J. F. McGimsey, Morganton, 
N. C., and H. E. Wilson, Chesterfield, 
S. C., W. W. Watt was made national 
councillor to the Chamber of Com- 
merce, U. S. A., and Messrs. Dixon 
and Duvall were appointed delegates 
to the National Congress. After these 
and other concluding activities the 
convention adjourned that morning. 
The meeting place of the next an- 
nual convention was left in the hands 
of the executive committee. It is 
thought that it will most likely be held 
in the central part of North Carolina. 





Drops Lawn Mower from Air- 
plane Without Breaking 
Any Parts 


Recently the F. & N. Lawn 
Mower Co., Richmond, Ind., 
made a_ severe test of the 
strength of the parts of its 
Novo lawn mower. From a 
height of 1072 ft., which is 
twice as high as Washington 
monument, Washington, D. C., 
and higher than the new Chrys- 
ler Building in New York City, 
the mower was dropped from 
an airplane. 

This mower is made of solid 
cast steel and has five knives of 
vanadium steel. Before the ma- 
chine was dropped all parts 
were locked together. Illustra- 
tion shows the mower and the 
hole it bored in the ground. 
When examined it was found 
that none of the parts had been 
broken. 





Bakatax display cartons and 
individual boxes are mod- 
ernly designed and attrac- 
tively printed. With their 
bright color scheme of black, 





white and green, they have 


a real sales appeal. 


This new line of tacks offers many 
unusual advantages which put them 
in the profitmaking class. Write for 
free sample, and give your jobber’s 
name. Geo. Baker & Sons, Inc., 
Brockton, Mass. 


BAKATAX 











Speed Up 
the 
Wheels of 


Industry 


Write to your jobber 
today for any of the 
merchandise adver- 
tised in these pages. 
Don’t wait for the 
jobber’s salesman. 


You may forget. 
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Areadians 








Toys With a Push 


That Will Pull— 


Wreckers, Tractors, Airplanes and Dump 
Trucks. Every type of modern equipment 
and locomotion represented by Arcade 
Toys. From farm machinery to automobiles, 
circus parades and airplanes, 


They are toys that are bound to please the 
children; they have educational value, and 
wonderful durability. Children cherish their 
Arcade Toys, as we did our old rag dolls, 
and Teddy Bears. 

Nationally advertised for years throughout 
the United States, these Toys are known 
and asked for by young and old alike. They 
are HARDWEAR toys for the all year 
— toy department of every hardware 
store. 


ARCADE 


Freeport, Illinois 


BRANCH OFFICES: REPRESENTATIVES: 
New York, Dallas J. T. Rowntree, Ine. 
200 Fifth Avenue Santa Fe Bldg., San Francisco Portland 
Chicago, D. D. Otstott, Los Angeles Seattle 
553 W. Randolph St. Inc. Salt Lake City Denver 











cox TOYS 


Areade Manufacturing Co. 


15) 








Well Lighted Towns Will 


Get the Business 
(Continued from page 35) 


The cost of adequate street lighting is from $1.50 
to $2.50 per capita per annum, and in one city of 12,000, 
recently provided with a new and up-to-date system, the 
annual cost is $1.78 per capita. A rather modest sum 
to pay for pulling a town up among the live ones. 

The case of Canton, Ohio, a city of about 87,000 
population is interesting. Until a few years ago the 
streets of Canton, like those of many other cities, were 
lighted in a haphazard manner with many different 
types of lighting equipment. Due to the lack of any 
scientific plan the system was inadequate and inefh- 
cient, and had not kept pace with the city’s progress. 

A small group of merchants who were “refugees” 
from the high rent district saw the difficult merchandis- 
ing possibilities of Cleveland Avenue, the street on 
which they had located. Through concerted action, they 
secured the signatures of almost every property owner 
on their street, pushed the necessary legislation for a 
White Way through the City Council and finally secured 
a widened asphalt street and a modern lighting system. 

Then, and only then, did the curve of business on 
Cleveland Avenue start upward. The improved street 
and the brilliant lighting attracted the traffic that was 
supporting the other streets and a new shopping center 
came into existence. Old stores were brightened and 
new stores were opened and within a year the merchants 
claimed that the improvements had paid for themselves. 

So successful was the experiment that the installation 
of only six blocks of lighting created agitation for 
modern street lighting throughout the city. 

This story could be duplicated in scores of towns where 
the merchants have decided to step out of Darktown con- 
ditions, into those of Brightville, where people frequent 
the streets of the shopping sections, where motorists 
always like to stop and look about and shop, and general 
business is at its bet. 

Better lighting within the store enhances even the best 
class of merchandise, reduces the high cost of returned 
merchandise because it enables the customer, to see it 
better and judge its value more accurately. Customers 
are put into a more receptive mood for buying, and the 
store gains in its prestige by the impression of cleanli- 
ness and neatness. Every corner of the store is made 
productive of sales by making attractive displays more 
visible. It gives the less fortunately located store a bet- 
ter chance, doubles the attractive power of window dis- 
plays, and cuts sales resistance in half. 

Turn on the LIGHT. 
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Smaller Plants Hold Their Own 


By G. L. LACHER 


6617'S a big business propolition.” In so saying, 

Andy of radio fame accurately reflects American 
worship of bigness. In a big country, in which many 
small companies have grown into large corporations 
and those, in turn, have been consolidated into still 
larger organizations, size in business has come to be 
regarded by many as synonymous with success. In the 
period of railroad expansion and market unification 
through which the United States passed in the last half 
of the nineteenth century it was natural for local en- 
terprises to give way to organizations of national scope 
Development was extensive, rather than intensive, with 
demand consistently in excess of the supply of materials 
and tools required for industrialization. 

With the coming of maturity as an industrial nation, 
the United States was confronted with new tendencies 
and new problems. Exploitation of an undeveloped 
country is a completed phase of our business history. 
Intensive cultivation of the markets made possible by 
industrialization is now the order of the day. Consumer 
industries, like automobile manufacture, have become 
comparable in size with those making producer goods. 
Steel and other basic materials of our era, together with 
highly proficient metal-working equipment, have opened 
the way for a new epoch in craftsmanship. The very 
economies made possible by better materials and mech- 
anization have unlocked a market for a wide range of 
specialties, often in the form of commodities for direct 
consumption, or devices supplying consumer services. 

As our material wealth increases, mass requirements 
in things utilitarian are augmented by growing demands 
for the artistic. ‘“Eye appeal” has become a highly 
important consideration in the merchandising programs 
of all manufacturers purveying to the public. Standard- 
ization, which makes for large-scale production, is mak- 
ing room for more diversification and specialization, for 
which the smaller plant is best suited. 

“All are agreed that the small establishment shows no 
tendency to disappear,” declared Crosby Field, vice- 
president, Brillo Mfg. Co., and president, Flakice Cor- 
poration, Brooklyn, in a paper read before the American 
Society of Mechanical Engineers at Detroit. And it 
should be added that statistics indicate that small estab- 
lishments still greatly outnumber the larger ones. 

The last census of manufacturers showed a total of 
nearly 109,000 plants employing over five workers each, 
of which only 963 had more than 1000 employees each. 
What is even more significant—94 per cent of the plants 
listed had less than 251 employees. 

While it is uncertain whether the preponderance of 
smaller plants is accounted for more largely by their 
inherent advantages or by the constant development of 
new products, requiring establishments in the pioneer 
or expansion phases, it is clear that the trend toward 
bigness in industry is neither irresistible nor all-inclusive. 











You Can Stake 
YOUR REPUTATION 
on Rixson Hardware 


UNEXCELLED EXCLUSIVE 
QUALITY * DESIGN 
® 





RIXSON RIXSON 
OLIVE 

FRICTION Bice 
STAY HINGE 


Where doors must 
swing with the ease of 
eficient hinges, and 
attractive design is 
also a factor, sell this 
practical reproduction 
of the old French 
Olive Knuckle.  In- 
creased strength has 
been supplied, while 
cost-to-make has been 
brought down. As a 
result leading archi- 
tects are specifying 
Rixson Olive Knuckles 
for hospitals, hotels, 
apartment houses and 
residences. 


When doors, hinged 
windows an tran- 
soms must not swing, 
sell this simple, effec- 
tive Rixson Friction 
Stay to hold them de- 
pendably in position. 
Six friction surfaces 
one inch in diameter 
resist drafts and grav- 
ity, but yield to hu- 
man pressure. Per- 
fectly simple construc- 
tion. Suitable for ap- 
plication on a_ wide 
range of ordinary 
jobs. 


For full descriptions and 
illustrations write us di- 
rect, or refer to Sweet’s 
Architectural Catalogue. 





THE OSCAR C. RIXSON COMPANY 
4450 Carroll Avenue Chicago, II. 
New York Office: 101 Park Ave., N. Y. C. 


Philadelphia Atlanta New Orleans Los Angeles Winnipeg 


ZS IW 
OSI SI oo 
) CII N 
Builders’ Hardware 


Overhead Door Checks 
Floor Checks, Single Acting 
Floor Checks, Double Acting 
Olive Knuckle Hinges 
Friction Hinges 











Casement Operators & Hinges 
Concealed Transom Operators 
Adjustable Ball Hinges 
Butts, Pivots and Bolts 
Door Stays and Holders 
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Mitchell’s Stage a Comeback 


(Continued from page 47) 


stock a large reserve supply of bulky 
merchandise of the type sampled 
and disp'ayed on the main sales 
floor. The store proper provides 
13,000 sq. ft. of floor space, while 
the warehouse provides an addi- 
tional 10,400 sq. ft. 

Most of the main floor is devoted 
to an impressive display of general 
hardware, while a portion of the 
space on this floor, in the rear, is 
occupied by the executive and audit- 
ing departments. The south side of 
the main floor is almost exclusively 
used for an extensive display of 
tools, builders’ hardware and paints. 
A comprehensive showing of electri- 
cal appliances and sporting goods is 
featured on the north side. In the 
rear, and directly in front of the 
office, a series of glassed-in booths 
comprise an unusually effective 
radio department. Well - arranged 
islands of display tables occupy the 
center of the floor, with a wide stair- 
way to the basement salesroom in 
their midst. Household hardware, 
kitchen utensils, cutlery of all types 
and many other articles are dis- 
played in the tables, in the most ap- 
proved modern manner. 

Open display equipment is one of 
the chief features of the new store. 
Eight tons of Wedge-Lock steel 
shelving manufactured by the Ber- 
ger Mfg. Co., Canton, Ohio, is used 
in the store “Warren” wall fix- 
tures, which were salvaged when the 
old building collapsed, were repaired 
and equipped with new panels and 
now appear almost new. “Heller” 
tables are used throughout the store. 
Every fixture has been especially 
planned to display a specific part of 
the stock in the most effective man- 
ner possible. As every article is 
plainly marked there is no need for 
the shopper to inquire as to price of 
any article on display. 

An electrical elevator carries cus- 
tomers to the second floor, which 
serves for both stock and display 
purposes. Stoves, wheel goods and 
similar bulky articles are displayed 
on the second floor, while the re- 
mainder of the space is used for 
over-stock. In the front half of the 
basement ample space is provided 
for displaying kitchen ware, large 
electrical appliances, stoves and re- 


frigerators. Wall shelving as well 
as open display tables are utilized 
for displaying the housewares car- 
ried in the basement. For the con- 
venience of women patrons, a com- 
p'etely equipped ladies’ rest room is 
also located in the basement, as is a 
special room devoted to pipe fittings, 
paints, belting and bolts. 

The exterior appearance of the 
new building is impressive, as large 
display windows of the most modern 
type, offer an expanse of glass that 
immediately attracts the interest of 
the passer-by. Altogether, five show 
windows are provided by the up-to- 
date front, as two are located on the 
second floor and three on the street 
level. The center window on the 
first floor is 11 ft. wide and 6 ft. 
deep, and entrances are at either side 
of it. The side windows measure 12 
ft. deep and vary in width from 3 to 
8 ft. On the second floor both win- 
dows are the same size—7 ft. high 
and 13 ft. wide. 

Illumination of the store was 
planned by engineers of the Cleve- 
land Electric Illuminating Co., the 
purpose being to obtain the best pos- 
sible results. As the lighting of the 
store is practically all of the artifi- 
cial type, a satisfactory lighting plan 
was of prime importance. Need- 
less to say, an abundance of splen- 
did light is provided by adequate 
fixtures of correct design. 


In announcing the opening of the 
new store, the company issued a 
twelve-page supplement to the As/i- 
tabula Star-Beacon, which appeared 
two days prior to the event. Every 
article in the supplement pertained 
to the store, or its personnel, and 
every advertisement featured the 
lines carried by the firm. Lady vis- 
itors received flowers at the open- 
ing, while men received a handy gar- 
den stick, designed for aiding in 
planting a garden. Factory repre- 
sentatives of the major lines spon- 
sored by the company were present 
to demonstrate and explain their 
products. As an added attraction a 
number of special values in mer- 
chandise were offered prior to 7 p. 
m. After that hour the Mitchell 
store personnel devoted the evening 
to receiving and entertaining the 
public with music and other enjoy- 
ab'e diversions. 

With the improved facilities made 
available by the new building, an 
upturn was_noted in business. When 
asked to make a comparison of busi- 
ness during April, 1929, in the old 
store with April, 1930, in the new 
store, Mr. Mitchell replied: “Our 
business in April this year showed 
an increase of 11 per cent over a 
year ago, despite the fact that trade 
is at a considerably lower level in 
Ashtabula than it was a year ago. 
We think this is equivalent to at 
least a 20 per cent increase if busi- 
ness conditions were normal.” 





lron and Steel Industry 
Generally Shows Tendency 
Toward Seasonal Retrenchment 


A sharp drop in steel specifications 
from automobile makers and ‘an increas- 
ingly general tendency toward seasonal 
retrenchment in other steel consuming 
industries are too sweeping in their ef- 
fects to be offset by the large volume 
of business in line pipe and the growing 
demand for structural steel. 

Curtailment in automobile production 
in July will prove more drastic, it now 
appears, than was recently expected. In- 
dications are that several motor car plants 
will shut down for two weeks or longer 
next month, and that the general aver- 
age of operations for that industry will 
fall to 50 per cent of capacity. A Cen- 
tral Western steel plant catering to the 
automotive trade has been shut down, 
and another will discontinue production 
June 29. 


Steel ingot production for the country 
at large has declined to 65 per cent of 
capacity, compared with 69 per cent a 
week ago. The rate of the Steel Cor- 
poration, which has participated largely 
in recent pipe line business, is 73 per 
cent. A few producers are making more 
crude steel than their finishing depart- 
ment are taking, and are stocking the 
surplus. 

The signing of the tariff bill has caused 
hardly a ripple in the iron and steel trade 
because of the very few changes con- 
tained in the metal schedule. 

Prices remain weak, and here and 
there are giving further ground, but the 
absence of widespread or sharp reduc- 
tions suggests more determined resistance 
to competitive pressure, particularly on 
products now on a market level that is 
little, if any, above a cost basis. 

The Iron Age composite prices remain 
unchanged. That for pig iron is $17.50 a 
gross ton and that for finished steel 
2.214c. a Ib. 
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of Quality in 





every Type and Size 








Reed and 
Prinee 
Products 
ineludes: 


Wood Screws 
Machine Screws 
Cap Screws 

Set Screws 
Stove Bolts 
Sink Bolts 
Hanger Bolts 
Machine Screw Nuts 
Stove Bolt Nuts 
Chair Rods 
Stove Rods 
Seat Rods 
Specialties 


Available in any fin- 
ish — nickel, blued, 
copper, bronze, brass, 
galvanized, plain, 
polished, cadmium, 
chromium. 


REED & PRINCE MFG.CO. 





Reed & Prince Screw 
Products can be depend- 
ed upon for unvarying 
uniformity in strength, 
finish and dimensions. 
Every Screw, Nut and 
Bolt meets the highest 
standards of quality and 
accuracy. 

For GOOD WORK use 
dependable Reed & 
Prince Products. Your 
largest requirements can 
be handled promptly. 
May we submit samples 
and prices. 


WORCESTER, MASS..U.S.A. 


WESTERN BRANCH at CHICAGO - 3635 IRON STREET 
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No. BB 220 


GRIFFIN 


= Ball Bearing —>~ 


BUTT HINGE 


Combines.all. the.essential require- atl 
- ments of a practical Ball Bear- 
ing Hinge. Designed to provide 
lasting service,. wear and 
strength to match the beauty and 
harmony of the modern building. 


On aoa IN ALL sues TO 
Ct ine HARDWARE seh 


(GRIFFIN 


nufacturing Company 


ERIE, PENNSYLVANIA 
MANUFACTURERS 


Branch Offices:- 


NEW YORK: 45 WARREN ST. BOSTON: 76 BaTTERYMARCH 
CHICAGO: 555 W. RANDOLPH ST. SAN FRANCISCO: 703 MARKET sv. 
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WOOD SCREWS 


Rivets Roofing Nails Scratch Brush Wire 


THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 
George E. Quigley, Detroit 
Milton — Ay San Francisco, Los Angeles, Seattle 


& Co., Memphis, Tenn. 














Neither paint nor paper 
can cover a bad wall. For 
perfect repair work you 
can safely recommend 
Pecora Perfect Patching 
Plaster. Will not shrink, 
inexpensive. 2%, 5, 8, 
and 15-lb. cartons. Write 
for sample and prices. 
Pecora Paint Company, 
4th Street and Glenwood 
Ave., Philadelphia, Pa. 
Established 1862 by 
Smith Bowen. 








We Dramatize Our Wares ° 
(Continued from page 44) 


ments. This little plan for the past ten months has been 
what Mr. Lemberg calls “dramatizing his wares.” The 
patterns of both silverware and flatware are changed 
weekly. One week a glass bridge set will be on display, 
the next week fancy china and perhaps the third week 
will see something of a more formal nature. 

“We keep a complete card index of all patterns sold 
our customers” says Mr. Lemberg. “This helps us, helps 
them on replacements and in making additions to their 
sets. We have some made-up sets but most of the 
assortments’ we feature are of our own formation. 
Based on our experiences, we find 26, 32, 42 and 100 
piece sets take care of practically all needs. In the 
bridge sets we work on a service for eight as the usual 
requirement is for two tables of four each. So many 
hardware men make the mistake of featuring bridge sets 
with service for six, believing that the lower price on 
two less outfits will attract more interest. We tried 
that but are convinced that the thought of having to 
buy the extra two services retards more than the lower 
price can help. 

“Our bridge sets, with cards indicating price and the 
fact that they are for eight focuses on the prospect’s 
mind the idea that our sets are complete ‘as is.’ That’s 
a real help. 


A Card Index That Brings Sales 


“Our card index on patterns sold is.no secret about 
town. We mention this in our advertising and often a 
person will come in .asking what pattern Mrs. Smith 
uses. It appears that Mrs. Smith has a birthday, anni- 
versary or perhaps this neighbor has borrowed the 
Smith family dishes and broken a piece—whatever the 
story may be the neighbor wishes to buy something to 
match Mrs. Smith’s dishes. Our ability to take care of 
this serwice brings us many individual piece sales. That 
brings people into our store where everything we have is 
out on display and price marked. 

“Our prices do not compare with racket stores but 
their patterns don’t compare with ours, so we are at least 
even. We avoid common patterns. We do not have 
bluebirds or roses. In spite of the argument we hear 
in favor of it, we keep away from odd lots. We keep 
away from too many patterns. When a pattern becomes 
inactive we close it out. In advertising such close outs 
we make it a point to state that the pattern will be dis- 
continued. When a customer buys pieces or a set of 
a close out, we again remind her that we will not be 
carrying that pattern when the present stock is sold out. 
This often prompts a larger sale and it always avoids 
any unpleasantness in the near future. 

“We are considering an additional service on the close 
out stock. We can tell at a glance those who are owners 
of complete sets on such patterns. We may work out 
a plan to phone or write all such owners advising them 
that after such and such a date we will be unable to 
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furnish fill-in stock at regular prices. Such notification 
will also include the suggestion to visit our store prompt- 
ly, to complete their sets or replace any broken pieces. 

“Before we take on new patterns we consult the young 
ladies who work in our store. Unless a majority vote 
from them is favorable we do not stock the line. Every 
line we have represents goods wanted by the majority 
who feel an obligation to sell what they have helped 
select. 

“People are getting more particular on china, glass- 
ware and other household goods. They want modern 
shapes, sizes and patterns. The country is getting 
smaller all the time and if we expect people in Austin to 
buy our wares we must offer stocks and values compar- 
able to what they can get elsewhere. 

“Every time we have a new pattern we advertise it, 
emphasizing our program of always having the latest 
and most modern.” 


Installment Buying in a Depression 


HEN the stock market crash came the comment 

was made that installment selling would undergo 
an acid test. The deferred payment plan, it was stated, 
would prove its soundness or weakness by the manner 
in which it weathered a period of business depression. 
To be sure, the installment method had been used in 
the sale of certain consumer goods for many years, 
but never before had it -been so widely applied. The 
pervasiveness of the plan is indicated by the high ratios 
of installment sales to total sales for the following com- 
modities : 


Percentage Sold 
on Payments 


PRES bin ace Fk OG 2S Rin Se es 75 
WaSnINa-THACHINES 5... cdeveccivcdaveces 80 
We, LIT 2S oven eles scseid 75 
LL SRY) eee a ane mC ae 70 
ES eS SIR le ons oahice eye AI esa ere 35 
MND. Scat cs ieee ee erica 85 
ee ae aE WO ES Oem Ss 85-90 
A MED ios deka aaa eek htao' 70 


One fear was that defaults would run high and that 
repossessions would swamp manufacturers with used 
goods difficult to resell. This apprehension, at least, 
does not seem to have been justified. Another source 
of concern was the belief that installment buying was 
overdone, putting excess stocks in consumers’ hands 
—a surplus that is just as much of a burden on busi- 
ness as swollen inventories in the hands of manufac- 
turers and distributers. 

It is a question whether there was much overbuying 
on the basis of wage earnings in 1929, but naturally 
part-time work or unemployment this year has made it 
more difficult to make installment , payments, and the 
necessity for meeting those obligations has no doubt 
forced a curtailment of new purchases. Reduced em- 
ployment, rather than the deferred payment plan itself, 
appears to be the cause of the trouble. 


POULTRY NETTING 


(Boye 


sem Rewer We RE CLotTH 
IncAl Grades 
Look for the tag, carrying our name, at the end of every roll! 


= The Gilbert & Bennett Mfg. Co. 


Established 1818—Americe’s Olden Woven Wire Pectory 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York Cy Georgetown, Coan ‘Chieage Keay Tey, 











Light weight—durability—and safety are 
combined in RICH SPRUCE LADDERS. 


These sales advantages assure you of 
satisfied customers and more ladder sales. 


Write for Rich Catalog and prices. 
We Pay the Freight 


The Rich Pump & Ladder Co. 


Cincinnati, Ohio 
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Fluxes = 
Perfectly 


Saves Send for a FREE Sample 
Sold Can. Let some _ good 
oer Plumber or Tinsmith give it 
: a fair trial. 
No Poisonous = j¢ pUBYFLUID Soldering 
Fumes Flux does not support every 
claim, we won’t ask you to 
Will Not handle it. 
Corrode nove 
Metal _ RUBY CHEMICAL CO. 
68 McDowell St., Columbus, Ohio 








Up-to-date Catalogs 
You should have at hand 





Stanley Tool Catalog No. 129 
Stanley Hardware Catalog No. 14 


Send for Copies 
THE STANLEY WORKS 


New Britain, Conn. 


STANLEY HARDWARE & TOOLS 








There's Always a 
READY MARKET 


_ for 
HOUSE FURNISHINGS 


Housefurnishings judi- 
ciously merchandised 
carry a neat profit. This 
steady income acts as a bal- 
ance for seasonable items. 
Furthermore, Housefur- 
nishings play a large part 
in inducing women to pat- 
ronize the neighborhood 
hardware store instead of 
department stores. 


Read the editorial and 
advertising pages of Hard- 
ware Age and keep posted 
on this line. 


Hardware Age 


239 W. 39th St N. Y. C. 











| 





Coming Hardware 
Conventions 


AMERICAN HarpDWARE MANUFACTURERS ASSOCIA- 
TION CONVENTION, Marlborough-Blenheim Hotel, At- 
lantic City, N. J., Oct. 20, 21, 22, 23, 1930. Charles F. 
Rockwell, secretary-treasurer, 342 Madison Ave., New 
York City. 


Itt1no1is Retait HARDWARE ASSOCIATION CONVEN- 
TION AND Exuisition, Hotel Sherman, Chicago, Feb. 
10, 11, 12, 1931. Paul M. Mulliken, Managing Direc- 
tor, 14-16 North Spring St., Elgin. R. Y. Wallace, 
Director of Exhibits, Elgin. 


Minnesota Retait Harpware ASSOCIATION CoN- 
VENTION, Feb. 17, 18, 19, 20, 1931; Municipal Audi- 
torium, Minneapolis. Charles H. Casey, manager-treas- 
urer, 2344 Nicollet Ave., Minneapolis. 


NATIONAL HarDWARE ASSOCIATION CONVENTION, 
Marlborough-Blenheim Hotel, Atlantic City, N. J., Oct. 
20, 21, 22, 23, 1930. George A. Fernley, secretary- 
treasurer, 505 Arch St., Philadelphia, Pa. 


NaTIONAL RetarL HarpWARE ASSOCIATION CON- 
GRESS, St. Louis, Mo., June 23-28, 1930. Herbert P. 
Sheets, managing director, 130 E. Washington St., 
Indianapolis, Ind. Hotel Headquarters, Coronado Hotel. 


New ENGLAND RETAIL HARDWARE DEALERS AsSO- 
CIATION CONVENTION AND EXHIBITION, Boston, Feb. 
18, 19, 20, 1931. Convention at Paul Revere Hall, Ex- 
hibition at Mechanics Building. George A. Fiel, secre- 
tary, 80 Federal St., Boston, Mass. 


New York State Retait HARDWARE ASSOCIATION 
CONVENTION AND ExposiITION, Rochester, Feb. 17, 18, 
19, 20, 1931. Headquarters, Hotel Seneca. Sessions 
and Exposition at Edgerton Park. John B. Foley sec- 
retary, 510 Hills Building, Syracuse. Martin Van 
Dussen, Manager of Exposition, 286 North St., Roches- 
ter. 


NortH Dakota RetatL HARDWARE ASSOCIATION 
ConvENTION, Feb. 10, 11, 12, 1931. Place of meeting 
to be decided later. C. N. Barnes, secretary, Grand 
Forks. 


PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
AssociATION, INc., CONVENTION AND EXHIBI“XION, 
Commercial Museum, Philadelphia, Feb. 10, 11, 12, 13, 
1931. W. Glenn Pearce, secretary-treasurer, 610 W ts- 
ley Building, Philadelphia. 


SoutH Daxota Retart HARDWARE ASSOCIATION 
ConvENTION, New Auditorium, Rapid City, Feb. 3, 4, 
5, 1931. Headquarters, Alex Johnson Hotel. Charles H. 
Casey, manager and treasurer, 2344 Nicollet Ave., Min- 
neapolis, Minn. 
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ERS Pivot Bearing, Grip Neck, Ball 
Bearing, Truck Casters, Institution, 





Ete. 


FAULTLESS CASTER COMPANY 


EVANSVILLE. INDIANA. 
Canadian Factory: Stratford, Ontario 








WALWORTH 


Walworth Company, General Sales Offices: 
60 East 42nd St.,. New York 


Plants at Boston, Mass.; Kewanee, III.; 
Greensburg, Pa., and Attalla, Ala. 


Distributors in Principal Cities of the World 


Walworth Company, Limited, 620 Cathcart St., Montreal, P. Q. 
Walworth International Co., New York, Foreign Representative 


Makers of Dan Stillson’s Wrench 














Desolvo 


The World’s Best Drain 
Pipe Cleaner 
Others May Make This 
Claim. We Can Prove It. 
Now Sold at Popular Price 
serene ze With Others: and 
Be Convinced. 

No Hot wW ater Required. Use 
in Cold Water or on Ice. 
NOTHING APPROACHES 
DESOLVO IN 
EFFICIENCY 
Will Not Harden in Pipes 


Order from your jobber today 





MANUFACTURED BY 
THE CHAMBERLAIN COMPANY, Pittsburgh, Pa. 











GD | 


THE CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 


Warchouseo—New York, Chieage, Philadelphia. 
Western Factory—Dayten, Ohiec. 











Cannot Become Locked in the Pocket 


An exclusive fea- 









7 ture of Peerless 
/ pe ' ein” “neaes Handcuffs is that 
Sian F they cannot be- 
f ae come locked in 
\ the pocket. 

Ks PEERLESS 

HANDCUFFS 


Another exclusive feature is that the locking jaw can be re- 
volved continuously, unless stopped by a person's wrist. 
Should it ever become closed by a person resisting arrest, it 
can be quickly opened by the officer with only one hand, by 
simply pushing the jaw once around, without even using the 
key. Send for folder and prices. 


Peerless Handcuff Co., Springfield, Mass. 





Pliers, Tackles, Belts, Climbers, 
Safety Straps, Tool SEREy Lag 
Wrenches, Sleeve Twisters, 


Wire Grips, Tree Trimmers 


Mathias 
| 





& Sons 








SINCE 1857 
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Lustrous 
Aluminum 
Stove Pipe 


Light, bright, beautiful— 
never rusts—lasts a life- 
time. Appeals strongly to 
every housewife who values 
the appearance of her en- 
amel gas stoves. 














Particularly recommended 
for gas water heaters and gas furnaces. A good 
display attracts the favorable attention of stove 
buyers. Write for Prices. 


McCarthy Mfg. Co., Inc. 
Cleveland, Ohio 


Adjustable Elbow 
—Flexible, yet 
Rigid, will not 
come apart. 


Pear Ave., 








Poultry Fence Never Sags 


Our new combination of mesh and gauge 
wire is reinforced so securely that no 
rail support is needed at top or bottom 
to prevent sagging. Both Horizontal and 
Perpendicular wires are FULL GAUGE 
and made from best Open Hearth Steel. 
We control every operation. Galvanized 
before or after weaving. Your jobber will 
supply you. 








Wickwa 


NET-WICK 











LAMS 


& SESSIONS CO. 


CLEVELAND, OHIO 


Plants at Cleveland and Kent, Ohio; Chicago and Birmingham 





































dless chain. 
AMERICAN CHAIN CO., Ine. 
Bridgepert, Conn. 






Makers of the Famous Weed Tire 
Chains 
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LAMPS 


Licensed Under General Electric Company’s 
Incandescent Lamp Patents 


Sylvania Lamps and Radio Tubes. 
Both of Emporium, Pennsylvania. 
Both are builders of consistent 
profit. 
them. 


<2 


Write for details about 


Sylvania, 
RADIO TUBES 


Licensed Under Radio Tube Patents of 
General Electric Co., Westinghouse Electric 
& Mfg. Co. and Radio Corp. of America. 




















COLORED 
METAL KEY 
SIGN 
Actual Size 
32 In. Long 
13% In. Deep 















The sign of the 
master locksmith 
who cuts keys with 
the Segal Rectify- 


ing Cutter. 


Segal Lock & Hardware Co. 


12 Warren St., New York City Prices 


vane ‘ and 
Jimmy- be Booklet 
Proof Latches on 
Locks Padiuk & request 











4 


M N TRADE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


Jats) sO 0.0) .0 3. 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality forits particular use. 
‘There IS a Difference in Sash Cord’”’ 
OTHER BRAIDED CORDS* COTTON TWINES 


Send for catalogue, samples and selling information 








QUALITY-BUILT 
STEEL PULLEYS 


TACKLE or AWNING PUL- 
LEYS IN A VARIETY OF 
SIZES — GALVANIZED 
FINISH 


Superior in every way to cast 
iron pulleys. Sold at equal 
or lower prices. 

See your jobber or write direct 
for prices and information. 
Jobber’s inquiries invited. 


Hart & Cooley Mfg. Co. 


Successors to Federal Mfg. Co. 


61 W. Kinzie Street, Chicago 
Factory—Holland, Michigan 











‘ARMSTRONG BROS. 


Solid Pipe Dies 








These dies excel in easy cut- 
ting, long lasting qualities. 
They are of radically improved 
design and superior in work- 
manship and material. The 
Vanadium Tool Steel Chasers 
are cast-welded solidly into 
the body by our special process. 
Fit all standard stocks. 


|. Free Cutting Rake 3. Ample Chip Clear- 
2. Solid Support Be- 4 patio 
hind Cutter ‘ CBacked 


Write for Catalog P-10 
ARMSTRONG BROS. TOOL COMPANY 


“The Tool Holder People” 
314 N. Francisco Ave. Chicago, U. S. A. 






Cutters 
off) 




















=| SPEED UP 
SALES 


Allith 


ROLLING LADDERS 


like Allith hangers—are always on the 
track. They speed up sales by reducing 
the time needed for each sale. They are 
attractive, durable, roll quietly and run 
freely. Your post card will bring prices 
and information by first mail. 


ALLITH - PROUTY COMPANY 
DANVILLE, ILLINOIS 

































PAINE 


SPRING WING TOGGLES 


are used for attaching any ob- 
ject to a hollow wall or ceil- 
ing. : 

They work instantly in any 
position in any hollow ma- 
terial. ° 


The SPRING Does It 
Catalogued and stocked by a 
majority of the Hardware, 
Electrical and Plumbing Job- 





bers of the country. 
Samples and prices on re- 
quest. 


2951 Carroll Ave., 
79 Barclay St., 


The Paine Company 


Chicago, III. 
New York, N. Y. 











EXACT 


No more soldering failures—Kester eliminates the guess- 
work of separate fluxes. Sure, simple, professional solder- 
ing success for every hardware customer. Years of na- 
tional advertising have made Kester Solders known and 
demanded everywhere. Realize the profits in the Kester 
line—insist on Kester Solders. 

From all jobbers 
4205 Wrightwood Ave., 


Kester Solder Co., Chicago, 11. 


Incorporated 1899—Formerly Chicago Solder Co. 


PASTE-CORE 
RADIO SOLDER 


SO 


ACID-CORE 
METAL MENDER 


LD 


ROSIN-CORE 
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CLASSIFIED OPPORTUNITIES 






















CLASSIFIED ADVERTISING 
RATES 





Positions Wanted and Help Wanted 

advertisements at Special Rate of 

ome cent a word, minimum fifty 
cents per insertion. 











Use the “Classified Opportunities Section” to reach Hardware Manufacturers 


Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


THE FOLLOWING RATES 


apply te “Business Opportunities,” “Sales 
Aceounts Wanted” and “Sales Repr 
tives Wanted” Advertisements. 


Set Solid, Minimum of 5 lines......$3.00 
Each additional line........+0+ 
All Capitals, Minimum of 5 lines.... 4.00 
Each additional line.........+++ 
Average 10 words to a line 
Allew One Line for Keyed Address 


Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers 


BOXED DISPLAY RATES 


L dmeh...ccccccccccccvcccssccces 


Each ad fmch....cccceceees 4.00 


Discounts for Classified Ad 
4 insertions, 10% eff; & insertions, 15% off 
Due to the special rate, these discounts de 
not apply on Position Wanted er Help 
Wanted Advertisements. 


HARDWARE AGE is published each Thurs¢ Sage ony 
Forms close Nine. Days previeus te 








60 





80 





Address your ad and replies te 
HARDWARE. AGE, Classified ies, 
239 West 39th St., New York City 




















POSITIONS WANTED 


BUSINESS OPPORTUNITIES 





















BUILDERS’ Hardware Salesman, fifteen years’ experience, age 39, 
married, seeks connection with manufacturer, jobber or dealer. Thoroughly 
capable of writing specifications, scheduling and estimating from _ plans, 
major operations particularly, familiar with dealers problems. Best of 
reference. Prefer New England or Middle Atlantic States. Address Box 
1-854, care of Harpware Ace, New York City. 





HARDWARE MAN, 15 years experience, 10 years as manager, college 
and business school education; some public accounting experience with 
largest American concern desires position in New York. Salary- secondary 
to opportunity for advancement. Address Box I-851, care of HARDWARE 
AcE, New York City. 





HARDWARE MAN with 1 ee experience calling on the hardware 
trade throughout Central New rk State desires a connection with job- 

i ber or manufacturer. Best references furnished—Prefer Central New York 
territory. Address Box 1-855, care of H/iarpware AGE, New York City. 


HELP WANTED 








ADDED PROFITS DERIVED FROM THE SALE OF GENUINE 
NAVAJO po! gh direct from the Indian reservation. More demand for 
these rugs each day. A liberal arrangement will be made for those who 
= to add this profitable line. Gallup Mercantile Company, Gallup, New 

exico. 





in Kansas town; Population 20,000; 
Chinaware and Paint—no 
Address Box I-859, care 


FOR SALE—Hardware Store 
modern fixtures. Stock includes Hardware, 
implements. Can reduce stock: attractive lease. 
of Harpware AcE, New York City. 





WANTED—About six oil pumps complete with tanks. Must be in good 
condition. Please quote price desired and other particulars. Box 1-858, 
care of Harpware Ace, New York City. 





FOR SALE—Large surplus stock, bolts, nuts, screws, steel and iron 
bars, etc. If interested write FARRBL-BIRMINGHAM COMPANY, Inc., 
Ansonia, Conn. 


SALES REPRESENTATIVES WANTED 






















Builders Hardware Department Manager 


Must thoroughly understand estimating and con- 
tract work and be able to figure plans and primarily 
sell and close contracts; write specifications and 
keep fourteen traveling men soliciting and selling 
contracts and Builders Hardware. Give full de- 
tails in first letter as to age, experience and salary 
<—e all replies will be held strictly confiden- 
tial. 


Address: Burhans & Black, Inc., Syracuse, N. Y. 








) 





Sales Representatives Wanted 


Well established house has several territories open on strict com- 
mission basis for Salesmen who have experience in selling Plumbers’ 
Brass and Rubber Goods, Pipe Fittings, Closet Seats, etc. Those 
who have a following among good Wholesale and Retail Hardware, 
Department Stores, and Plumbing Houses preferred. State age, 
experience, and line you now carry. Address Box 1-852, care of 
HARDWARE AGE, New York. 


—~ 














SALESMAN FOR ILLINOIS, MISSOURI, IOWA DISTRICT, TO 
SELL KITCHENWARE LINE TO RETAIL AND JOBBING HARD. 
WARE TRADE, HOUSEFURNISHING AND oD RAL ARG 
STORES. SOMEONE KNOWN TO TRADE PREFERRED. SALAR 
BASIS AND STEADY POSITION. GIVE FULL DETAILS IN FIRST 
vonn et ADDRESS BOX I-850, CARE OF HARDWARE AGE, NEW 

K CITY. 



















WANTED—By growing hardware concern about 30 miles from New 
York City. Young man—Smart, Energetic—Good Window Trimmer— 
Age 25 to 35. Must have four or five years’ experience in Builders’ 
Hardware—Tools—Paint and Garden Supplies. A real good opportunity 
for one who is not afraid of work. Address Box I-853, care of HARDWARE 
Ace, New York City. 


BUSINESS OPPORTUNITIES 








ESTABLISHED manufacturer of housefurnishing articles seeks three 
additional reliable sales representatives in Middle West to sell jobbers and 
department stores. Good repeater—fair margin. Endorsed by well known 
jobbers. Advertised in Harpware Ace. Write details to Box 1-844, care 
of Harpware AGE, New York City. 





SALESMAN—SEVERAL TERRITORIES OPEN FOR MEN CALL 
ING ON rea} ao AUTO ACCESSORY DEALERS TO SELL 
A_NEW IDE A_NOW_COMPETITIVE, ECONOMICAL HAND 
FIRE EXTINGUISHER, is a BOX 1-856, CARE OF HARD- 
WARE AGE, NEW YORK CITY 



















MANUFACTURER desiring own New York office without expense is 
offered services of representative on commission, 15 years’ sales experi- 
ence, domestic and export, excellent reputation and record. Only such line 
acceptable where ability to meet big buyers and proper managing more im- 
sg than all day canvassing. Box I-857, care of HarpwarE AGE, New 

ork City. 





FOR SALE—The exclusive patent Rights and Business on an article 
that we have been manufacturing for a number of years. This is a proven 
article with no competition sold to the Hardware and Metal trade. This 
is_a_ wonderful item for a manufacturer who has national distribution. 

KOHLER MFG. CO., 1923 Carson St., Pittsburgh, Pa. 





AMAZING NEW INVENTION--Screw-Molding Screw Drivers; re- 
move, insert screws eonggenagge places! Factories, garages, electricians, 
auto, radio owners -— sight! Exclusive territory. Free trial! 
TOOLCO, 1635 Water St. sg Mass. 














SALESMEN or sales representatives to carry on a side, a short, sal- 
able line of Builders’ Hardware in the Eastern and Middle West States. 
Liberal commission. State lines carried and territory covered. Address 
Box I-849, care of HArpwaAre Ace, New York City. 













SALESMEN calling on hardware, plumbing, electrical trade and munic- 
ipalities, have high nag line on commission as side line. Tractor Bit 
and Tool Company, Glen Ellyn, Illinois. 


SALES ACCOUNTS WANTED 


AM LOOKING for additional hardware and house furnishing lines for 
the Chicago and Central Western territory. Call on hardware jobbers 
and department stores. Would consider jobbing specialty items. Have 
fifteen years’ successful contact with the above trade. Address Box 
7392-A, care of Harpware AGzE, Otis Bldg., Chicago, III. 
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INDEX TO ADVERTISERS 


THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. very care will be taken to index correctly. 
No allowance will be made for errors or failure to insert. 
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KEY BLANKS 


This Company has long been known as the leading manu- 
facturer of key blanks and key machines. Completeness of 
the line—quality of the product and quick service from 
reasons why the ILCO 


accepted as the 
key blank. 


our branch offices are 









is everywhere, 
standard 


INDEPENDENT LOCK CO. 
FACTORY AND GENERAL OFFICES AT 
FITCHBURG - - MASS. U.S A. 



















DISPLAY CABINET D19 
Sells 


for 










REFILLS: 
, D 19 Assort- 


nal Ys BTOss sets: 
1 doz. each of 





Cost dealer $9 per gross sets, sell for $14.40 


DOMES of SILENCE 


are Nationally Advertised 


QUICK SELLERS. 
You're sure of a good profit also. 


Ask your Jobber for Genuine 
Domes of Silence and look 
for the name inside of each 
dome. 

If your Jobber cannot sup- 
ply you—write us direct. 


We also make all grades of Sliding Casters, Pin Slides, Felt 
Slides, Radio Felt Feet, Insulated Slides, ete. 


DOMES of SILENCE, INC. 


21 Pearl Street New York City 




















JULES SO ei i 
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Thats the Rule 7 want 
The, FARRAND RAPID RULE 


The Original Rigid-Flexible-Concave Rule 
Distributed Through Wholesalers 
Manufactured by 
HIRAM A. FARRAND, Inc., Berlin, N. H. 



















They’re Looking 
for the Rooster 







Since the Wright 
Rooster trade-mark 
was introduced 
consumers look for 
it when they are in 
the market for 
Poultry Netting. 

























Hexagonal netting 
with the rooster 
label is the recog- 
nized standard of 
the industry. 


G.F. Wright Steel 
& Wire Co. 


Worcester, Mass. 
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No. 406 
PURITAN Water 
Heater. One Giant 
Puritan Burner. 


Copper water coil. 


- 405 
super 


PURITAN Water 
Heater. One Giant 
heat” 
55% more 
POWER --- 


Puritan Burner. 
: uired 
: tention red 
. Little at 


Cast iron water 
Cannot overheat 


oa , clean, 
set EFFICIENCY ae ROO 
+ eonomiel yt ee Guaranteed 
ar 
‘ — DF erfection 


And now ... after exhaustive tests . . . Perfection 
engineers present a new line of water heaters. 


All four are designed to make full use of the im- 
proved Giant Puritan Burner . 


.. the powerful, 
short-drum burner. . . guaranteed by the world’s 


largest manufacturer of oil-burning devices. 
PURITAN Water Heater. 


Two Giant Puritan Bur-1ers. 


No. 408 
PURITAN Water Heater. Two 
Cast iron water coil. 


Anew, complete line. Two heaters light enough 
to hang on the pipes. . . two large ones with 


rigid legs and vitreous-enameled drip par. 


Giant Puritan Burners. Copper 


water coil. 
All are made of pressed steel and so sturdily 


built that burners and reservoirs are firmly 
held in exact alignment. 


| 


Special design 
completely prevents any condensation 


moisture from dripping into burners. 
Easy to sell and profitable to handle. 
Write today for our free booklet. It 
gives complete information on the 
new Giant Puritan line. 

Perfection and Puritan oil stoves and 


heaters are sold only through retail 
dealers—not through mail order houses. 


PERFECTION STOVE COMPANY 
7591-C Platt Ave. 


Cleveland, Ohio 


P U Ri TA Nicorette r 


Heaters 
om 2 @) OL OL Gn Gl @) tee od od -4 of of ON OO) DB @h's ot GL OD, 7-0 DA 
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SOLVING “LOST SALES” PROBLEM! 


The Answer to the 200 Lost Sales Recently Bulletined by the Department of Commerce 











“We are very pleased to tell you that we find a great deal of use for 
HARDWARE AGE CATALOG and could hardly conduct our business with- 
out it as we are continually referring to same for names and addresses of 
manufacturers and we find that it results in real business. 

Within the past week we secured two orders on account of information in 
this catalog and believe that all manufacturers making material foy the hard- 
ware trade should be represented in this book.’’ 


BULLOCK-GREEN HARDWARE CO., BUFFALO, N. Y. 

























The Only 
Hardware Buyers’ 
Reference Book 
Specially Compiled 

to fit the 


needs of the 
Sent to every 


oo oi Hardware 
rade Jobber & Larger 
Retailer 


Over 11,000 
Letters of Appreciation 
prove its constant 
value to 
Hardware 


Buyers 


Hardware Age Catalog 


Contains information which means more sales to Hard- 
ware Buyers and Manufacturers. We ask the cooperation 
of Hardware Buyers in making this fact generally known. 
Mention HARDWARE AGE CATALOG when writing 
to Manufacturers. They’ll appreciate knowing what helps 
you and themselves. 


HARDWARE AGE CATALOG - 239. 39th St.. New York City 
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